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Sr. Louis, October 31, 1894. 


Chas. W. Knapp, Generai Manager of THE ST. LOUIS REPUBLIC, being 
duly sworn, says the actual number of full and complete copies of the DAILY 
and SUNDAY REPUBLIC printed during the month of October, 1894, all in 
regular editions, was as per schedule given below : 


Copies. 
6 


cs £,980 
53, 3020 





Total for een anenee pee 
**Less deductions........ 


Total sold........... seiciense a = 
Daily average net circulation. 


*Sunday. 





— 8. 





1,727,405 
118,749 





1,608,656 
51,892 


** All copies spoiled in printing, left over and returned unsold are deducted 


so as to give the net circulation reaching actual readers. 


CHAS. W. KNAPP. 


(Seal.) Sworn to and subscribed before me this thirty-first day of October, 1894. 


My term expires Sept. 7, 1898. 


JOSEPH G. HOLLIDAY, 
Notary Public, City of St. Louis, Mo, 





me The Daily Average NET GAIN in Nov cusber « over the » pre- 


ceding month was 442, or 13,260 for the month. 
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Magazines do not reach. There are millions of them. 
They don’t need the Daily papers and they don’t read 
the Magazines.. 

Their Local Weeklies are filled with news, to- 
gether with instructive and local matters which espe- 
cially interest them, They read, and thoroughly too, 
from end to end, these Local Weeklies. 


1400 Local Country Papers. 


HALF A CENT A LINE A PAPER FOR TRANSIENT ADVERTISING. 







QUARTER OF A CENT IF 1000 LINES ARE ENGAGED. 
z ONE ELECTROTYPE, ONE ORDER, DOES THE BUSINESS. 
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CROWNER’S QUEST LAW IN THE 
Pr. ©. B. 

The Year Book issue of PRINTERS’ 
INK was excluded from the mails as 
second-class matter in accordance with 
order No. 412, issued by the Post- 
master-General, dated Dec. 4, 1894, 
which is to the following effect : 

Office of the 
PosTMASTER-GENERAL. 
WasuincrTon, D. C., Dec. 4, 1894. 
Order No. 412. 

It is hereby ordered that whenever the 

general character and manner of issue of a 
periodical publication is changed in the 
interest of the publisher, or of an ad- 
vertiser or other person, by the addition of 
unusual quantities of advertisements, or of 
matter different from that usually appear- 
ing in the publication, or calculated to 
ive special prominence to some particu- 
& business or businesses, or otherwise 
—especially where large numbers of cop- 
ies are circulated by or in the interest of par- 
ticular persons—or where there is to be an 
excessive number of alleged sample copies 
mailed, or where the issue is to be sold at a 
special and different price than that charged 
for the customary issues, the second-class rate 
of postage will be denied that issue; and if 
there be repeated’ instances of such irregu- 
larities, the publicationmwill be excluded from 
the mails as second-class matter. 

(Signed) W. S. Bisse.i, 

Postmaster-General. 

Any one who sheuld take occasion 
to note the application of this order to 
the issue of PRINTERS’ INK of Nov. 
28 will observe that, as a matter of 
fact, it does not apply at all. Read 
the opening clause : 

“It is hereby ordered that when- 
ever the general character and manner 
of issue of a periodical publication is 
changed in the interest of the publish- 
er, or of an advertiser, or other per- 
son.”” 

Note that it is not the character, but 
the ‘‘general character’’—whatever 
that may be—that is to be changed. 

Note also that the change is to be 
‘in the interest of the publisher, or 
of an advertiser or other person.’’ Itis 
evident that down to this point the 
order has only said : 

‘* Whenever the character and man- 
ner of issue is changed."’ 

Observe that a change of the charac- 
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ter is not interdicted, unless the 
‘*manner of issue’’ is also changed. 
What these words concerning the 
manner of issue mean is not easy to 
discover. 

It goes on to state the way in which 
interdicted changes may become pos- 
sible : 

“* By the addition of unusual quan- 
tities of advertisements.”’ 

By the addition of unusual quanti- 
ties ‘‘of matter different from that 
usuafly appearing in the publication.” 

By the addition of unusual quanti- 
ties of advertisements, or of matter 
“calculated to give special promi- 
nence to some particular business or 
businesses, or otherwise.”’ 

This would seem to interdict the 
insertion of additional matter of any 
sort in a publication carried in the 
mails at second-class rates, and ‘‘es- 
pecially’’ is this condition objection- 
able in cases ‘‘where large numbers 
of copies are circulated in the interest 
of particular persons .” ‘or when 
there is to be an excessive number of 
alleged sample copies mailed.’’ 

Observe that the objection here is 
not to mailing an excessive number of 
sample copies, provided they be really 
such ; but the objection is to circulat- 
ing copies that are ‘‘alleged’’ to be 
sample copies. This distinction is 
important, because the law permits 
sending an unlimited number of sam- 
ple copies. 

Observe also the objection to “large 
numbers of copies circulated by or in 
the interest of particular persons.”’ 

To mail any desired number of 
sample copies for the purpose of ob- 
taining subscribers or advertisements 
is not interdicted, and the existing 
law—a bad one doubtless—gives every 
publisher the right to mail as many of 
these as he desires—whether ten or 
ten millions, 

The order proceeds to enumerate 
one more specification, which will ex- 
clude a publication from the mails as 
second-class matter. It is this: 

‘*Or when the issue is to be sold at 
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a special and different price than that 
charged for the customary issues.’’ 

This is the only clause of the order 
that hits the issue of PRINTERS’ INK 
for Nov. 28. 

The character of that issue was the 
same as that of other issues; there 
were, however, more pages, and the 
outside pages were blue. 

In that issue the quantity of adver- 
tising occupied less than 47 per cent 
of the total number of pages, while 
in the ordinary issues the advertising 
pages are about §5 per cent of the total 
number. 

The reading matter not only was not 
‘‘ different from that usually appearing 
in the publication,’’ but—on the con- 
trary—all the reading matter that ap- 
pears to the Post-Office Department to 
be different had previously appeared 
in the regular issue, being only 
changed by correcting errors, and the 
adoption of a uniform arrangement, 
and setting the whole in Long Primer 
instead of Brevier. 

Nothing in the interdicted issue of 
PRINTERS’ INK was calculated to give 
special prominence to some particular 
business any more than the contents 
of any edition of any publication, with 
which the publisher has taken special 
care, and upon the production of 
which he has incurred unusual ex- 
pense, is likely to contain a reasonable 
proportion of self-laudation and self- 
congratulation. It was thought a 
specially valuable issue of PRINTERS’ 
INK, and its excellence was relied 
upon to largely increase the subscrip- 
tion list. 

On the regular mail list of PRINT- 
ERS’ INK there appeared, Nov. 28th, 
21,067 names. The number of copies 
printed of that issue was 23,000. Of 
these, 500 were sold to one patron, 
who bought them for his own pur- 
poses, to be be distributed by himself 
in his own way. The London agent 
of PRINTERS’ INK was entitled by con- 
tract to receive 500 copies. There 
was, therefore, only a surplus of 933 
copies available for sale ‘‘at a spe- 
cial and different price than that 
charged for the customary issues.”’ 

The order excluding from second- 
class rates ‘‘an issue to be sold at a 
special and different price than that 
charged for the customary issues,’’ 
throws out such publications as the 
Christmas editions of Puck, Judge, 
Life, and doubtless many others. It 
will exclude the almanacs of the New 


York World, Sun and Tribune. It 
is, however, something of a hardship 
to have PRINTERS’ INK, of Nov. 28th, 
excluded on.an order that was not is- 
sued until ten days after the issue of 
PRINTERS’ INK, to which it is applied, 
was offered for mailing. 

The Honorable the Postmaster-Gen- 
eral, Mr. Wilson S. Bissell, is a law- 
yer of eminence and knows how to 
write English. That he signed order 
No. 412 no one will deny. That he 
composed it or the matter in his late 
annual report referring to second-class 
mail matter no friend of his would 
either assert or admit. 

The Post-Office is a great business 
—an enormous machine. The Post- 
master-General is in absolute control. 
He is, as ex - Postmaster - General 
Thomas L. James said in PRINTERS’ 
INK for Dec. 12th, an autocrat. No 
court will review his decisions or right 
any wrong committed by him. 

The average official life of a post- 
master-general, however, is only about 
eighteen months. He comes out of a 
totally different position and expects 
shortly to retire again to the same. 
While in office he may desire to do 
well and make his mark; but he 
finds himself hedged about by laws, 
by usages, by red tape, by politics. 
His recommendations to Congress are 
neglected, or ignored; he has about 
as much real power as the lion in the 
fable confined by the meshes of the 
net. The question whether the New 
York Postmaster may buy a broom or 
whether PRINTERS’ INK may appear 
with a blue cover is actually decided 
by some clerk with moss-grown intel- 
lect. It was so in Mr. Wanamaker’s 
time, is so in Mr. Bissell’s time, and 
will probable not be much better when 
the editor of PRINTERS’ INK is called 
upon to make a trial of what he can 
do as Postmaster-General under a fu- 
ture administration. 


LATER. 

ORDER SUSPENDED TO LET IN THE 
CHRISTMAS ‘‘PUCK’’ AND THE 
ALMANAC EDITIONS OF THE 
DAILY PAPERS. 

In the New York Heradd of Sunday, 
Dec. 9, under the heading of ‘ By 
Telegraph to the Heraid,’’ from its 
bureau, corner 15th and G streets, 
Washington, one may read as follows: 
An order issued several days ago by the 


Post-Office Department, placing restrictions 
on periodicals sent through the mails as sec- 
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ond-class matter, has been suspended until 
after the holiday season, so that certain le- 
gitimate _publications, which are usually in- 
creased in size during Christmas time, may 
be allowed to go through at second-class rates. 

On application to the New York 
Post-Office PRINTERS’ INK’s represent- 
ative was shown the telegraphed in- 
structions from the department sus- 
pending the order as stated. This was 
said to have been brought about by a 


vigorous kick from the funny paper 


Puck, which objected to having its 
Christmas issue held in limbo. The 
New York office did not, however, 
feel justified in applying the counter- 
mand to Printers’ Ink Year Book 
without special instructions from the 
department to that effect. 


_— 


HOW PEOPLE READ THE NEWS- 
PAPERS * 


WILLIAM H. CRANE. 


A COMEDIAN: 





My days are generally so much 
occupied with rehearsals that I do not 
have time to read the newspapers very 
thoroughly. I retire about one o’clock 
at night, and naturally have my break- 
fast quite late inthe morning. The 
only time I take to read the newspa- 
pers is fifteen or twenty minutes, just 
before and just after breakfast. 

I first read the head-lines; the 
foreign news I always read in this way, 
seldom perusing the whole article un- 
less the dispatches are very startling. 

I naturally examine the paper to 
see if there is anything of interest in 
my own line of business. Of course 
I read the criticisms of any play that I 
have produced. I am also interested in 
what the critics say about new plays 
and new people that are appearing on 
the stage, the first appearance of a 
foreign actor or a new singer. I like 
to learn what impression a new dra- 
matic production or a strange player 
makes upon the critics. 

I think some of our daily journals 
give too much space in details about 
their circulation, and in publishing 
articles having reference to what other 
people think of their journal. I do 
not believe such inform-tion interests 
the public. The public are the best 
judges of the character of a newspaper. 
It is not necessary—it is certainly in 
bad taste—for a newspaper to inform 
its readers how clever it is, or how 
much better it is than its neighbors. I 


* An interview with Geo. J. Manson. 


think some journals give altogether too 
much space to that kind of matter. 

Some of our newspapers are apt to 
run into extremes in the presentation 
of a certain kind of news, or a partic- 
ular class of articles. As the saying 
is, they ‘‘run the thing into the 
ground.’’ The matter, though it may 
please a particular class of readers, 
would not appear to be of much in- 
terest to the general public. 

American newspapers surpass the 
English newspapers in the presenta- 
tion of foreign news. An English 
journal will not contain a third of a 
column of news from America. We 
are much better informed in the United 
States as to what takes place abroad 
than people living and traveling abroad 
are informed as to what is occurring 
in this country. 

I have not given much attention to 
what is called the ‘‘ coupon’’ scheme. 
I suppose it is some method of adver- 
tising and drawing patrons to the pa- 
per. It may be an attraction to people 
who have nothing else to do than to 
study and keep track of such an- 
nouncements. 

I am asked if circulars, leaflets, 
pamphlets and advertisements in street 
cars attract my attention. I answer 
that it depends altogether on the sub- 
ject of the announcement. If a circu- 
lar is handed to me I may glance at it 
and throw it away, but the man near 
me may be interested in the circular, 
pick it up and read it. The head-line 
in a pamphlet may indicate a subject 
in which I have no interest ; of course, 
I throw it away. The interest taken 
in any public announcement of that 
character depends altogether on the 
subject matter. 

In regard to the daily newspapers, I 
am not in the habit of looking in the 
advertising columns for anything I 
want to purchase. There is nothing 
advertised there pertaining to my own 
profession, and my personal wants, in 
the way of eating, clothing, hats, boots 
and shoes, are provided for by regular 
merchants with whom I am in the 
habit of dealing. I simply do not 
read the advertisements because I am 
not interested in anything that is ad- 
vertised. They do not attract my at- 
tention unless they are displayed in a 
queer way, or the announcement is 
something out of the usual line—a 
pronounced advertisement, written or 
placed before the reader in a peculiar 
manner. Ordinarily, however, as I 
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say, I do not look at the advertise- 
ments because they do not announce 
anything that I want. But, as I am 
very fond of sailing, if I should want, 
for the summer season, a new yacht I 
should certainly look up the yachting 
advertisements, thinking I might find 
something that would suit me. 

I seldom have time to read the mag- 
azines, but I take regularly Scriéner’s, 
Harpers and the Century magazines. 
I do not take any weekly newspaper, 
but occasionally read such journals as 
I chance to see them. I take one pa- 
per devoted to dramatic interests, and 
I take that simply on account of the 
news and information it contains about 
the movements of theatrical compa- 
nies, actors, etc. 

I rarely read an advertisement in a 
magazine. It is probably a good thing 
for a publisher to have so many pages 
in his magazine devoted to advertis- 
ing, but it seems to me it is—shall I 
say a mild kind of a fraud upon the 
public? A person who purchases a 
magazine, believing that it contains as 
much literary matter as is represented 
by the thickness of the book, and aft- 
erward discovers that one-third of the 
magazine consists of advertisements, 
in which he has not the slightest in- 
terest, is apt to think he has been im- 
posed upon. It strikes me that read- 
ers of magazines do not pay much at- 
tention to the advertisements—except 
in the critical way I have just sug- 
gested. 

The majority of newspapers need 
to be more concise in telling the news. 
The busy man of to-day wants to get 
at the real news as soon as possible. 
He don’t care for the whys, the where- 
fores and the antecedents of every bit 
of information that is given. My pa- 
tience is exhausted when I peruse a 
news article that is presented in too 
elaborate a manner. 

From the way in which some jour- 
nals elaborate in this way I should im- 
agine they were very hard pushed for 
news and were obliged to make a great 
deal of what they get. I think sucha 
policy does not do a newspaper any 
good. The reader is looking for a 
journal that will give him the most 
news in the fewest number of lines. 

It would not be fair in me to pass 
judgment on the character of the ar- 
ticles published in newspapers. I 
might read an article that would be of 
interest to a thousand people, and 25,- 
000 other people would pass it over, 
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and they might read articles that I 
would not notice. That is the trouble 
in giving one’s judgment on such a 
question. 

a ee 


A CHAIR OF ADVERTISING. 


According to Success, which is pub- 
lished by the Wisconsin Business Uni- 
versity, of La Crosse, the tuition given 
at that college includes an advertising 
course which covers newspaper adver- 
tising, circulation, rates, advertising 
agencies, technical terms, locals, read- 


ers, editorials, write-ups, display, 
position, space, catalogues, pamphlets, 
circular letters, novelties, theatrical 


and other programme advertisements, 
posters, handbills, dodgers, sign and 
fence advertisements, how to prepare 
copy for photo lithography, wood en- 
graving, photo engraving, zinc etching, 
etc. 

As the University subscribes for 
enough PrinTERS’ INKS to provide 
each of its professors with a copy, it 
is safe to say that the instruction it 
gives in the advertising art will not 
be without practical value. Swccess 
correctly asserts that ‘‘the sharp com- 
petition in every line of business 
makes advertising an absolute neces- 
sity, and the business man who fails 
to advertise intelligently, systematic- 
ally and persistently, cannot success- 
fully compete with those who do. 

‘Many otherwise intelligent business 
men exhibit an inexcusable ignorance 
of the art of advertising. Mediums, 
position, etc., etc., show that ‘how 
cheap’ is their principal consideration, 
and the copy, to judge from appear- 
ances, is prepared by the cash boy, or 
some equally competent person. Of 
course, that kind of advertising never 
did, and never will, pay the advertiser. 
To those competent to take advantage 
of instruction in advertising, we take 
pleasure in recommending PRINTERS’ 
INK, 10 Spruce St., N. Y.; to those 
having but ‘little experience and less 
time,’ we cordially recommend #rains, 
P. O. Box 572, New York. Either 
publication is worth ten times the 
subscription price.”’ 

- aan 
On, great was the fun 
’Twixt the cow and the moon 
When the cat with his fiddle did ride, 
But the little dog he 
Was alone there to see, 

Because they did not advertise. 

MartTua HartrorbD, age 15. 
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Some Desirable 
Advertising Letters 





De Vinne Extra Condensed Series 








De Vinne Condensed Series 
De Vinne Italic Series 


Mid-Gothic Series 
De Vinne Series 


Quentell Series 
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THE WASHINGTON S 
EVENING STAR 


S822 S one of the few papers in the United States that do not 
resort to Chromos, Coupons, Prize Packages, Picture 
Books, Chewing Gum, Corn Plasters, or some other 
fake device to make an apparent showing of an in- 
crease in circulation. It therefore escapes the fate of 
papers that depend for a show of success upon these 
extraneous inducements—which is to be pitched into 
the street or thrown into the waste basket as soon as 
@) the coupon is cut from their columns. 
@) THE STAR, on the other hand, goes regularly and perma- 
nently into 96 2-3 per cent of the houses in Washington solely 
i) and entirely on its merits as a bright, clean, enterprising, inde- 
©) pendent, progressive and comprehensive family newspaper. _ It 
©) is delivered at an hour, moreover, when the household has 
8 both time and inclination to read, and it is read, thoroughly 
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and carefully, by every member of the family. These con- 
ditions insure for every class of business announcements not 
only the widest but the best publicity that can be secured in 
the National Capital. The Star, in short, covers its entire field, 
completely and permanently, and no one desiring, for any 
purpose, to reach any portion of the quarter of a million people 
residing in the District of Columbia can afford to do without 
the unparalleled facilities it places at their disposal. 
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New York Representative : 
L. R. Hamersly, 
Potter Building. 
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CHEAP ENGRAVING. 
‘By Foseph Banister. 

Some time ago an advertisement ap- 
peared in PRINTERS’ INK which con- 
sisted of an offer to teach, for the sum 
of five dollars, a new, cheap process, 
called White-on-Black, for making 
stereotyped plates. The advertiser was 
Mr. Henry Kahrs, of 240 East Thirty- 
third street, New York, and since the 
appearance of his advertisement PRINT- 
ERS’ INK has received inquiries in re- 
gard to Mr. Kahrs and his process. 
With a view to answering these inter- 
rogations a representative of PRINT- 
ERS’ INK recently called on Mr. Kahrs 
and asked for information concerning 
himself and his new method of en- 
graving. 

Mr. Kahrs, who is a young-looking, 
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In the method I call White-on-Black 
an opportunity is afforded them to do 
so. It costs but a few dollars, while 
the running expenses are so small as 
to be scarcely worth considering. The 
actual cost of the engraving materials 
needed in making any plate by the 
process does not amount to more than 
three or four cents. The thing is so 
simple that the people I explain it to 
are generally disgusted to think they 
had not thought of the same thing 
themselves. 


‘‘The plates are manufactured by 
taking a sheet of thick, smooth card- 
board and drawing the design upon 
it with an ink I furnish for the pur- 
pose and in the manner described in 
the instructions sent to those who de- 
sire, to employ the process. When the 


Fe ip Cn- 
eireled tov a 
/ aa the 
$, plang, 
alee (nu 

can Le made 
we the. writin Ge 
Cut 





vernltlit aa’ 
334% STREET, 





pleasant-mannered man of forty years 
of age, stated that he isa printer by 
trade, a New Yorker by birth and pos- 
sessed of a college education. 
Regarding his invention, he said: 
‘At the present time almost every 
thing that is printed, especially adver- 
tisements, requires illustrating. The 
public eye is not easily attracted unless 
some special feature is worked into the 
advertisement, be the same in a news- 
paper, booklet or handbill. The special 
features, however, cost money, and 
while the larger concerns can afford 
the expense many of the smaller ones 
think they cannot. Any number of 
business men would gladly use illus- 
trations in their circulars, handbills 
and newspaper announcements if they 
could manufacture them themselves, 


drawing or writing is done the card- 
board is treated like an ordinary pa- 
pier-mache matrix. Heat is applied 
in order to drive out the moisture, and 
it is then put into a casting-box and a 
cast secured. When the box is opened 
the-writing or drawing is found to be 
depressed or hollowed out of the plate, 
and this, when printed from, will show 
white lines on a black background. The 
entire operation does not take more 
than ten minutes after the drawing has 
been completed. The cardboard rep- 
resents the principal expense for ma- 
terial. The metal is not included in 
the cost, as it can be remelted and 
used again. 

‘*No skill is required except so far 
that the better the writing and draw- 
ing the better the engraving will be. 
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No acids are used ; although the illus- 
trations made by the process may look 
like etchings, they are not. All the 
preparations, up to the point of cast- 
ing the plate, are clean and pleasant and 
may be done at the kitchen fire. None 
of the usual appliances or materials 
used in photo-processes are used, nor 
are any engraving tools required, ex- 
cept perhaps to correct errors in draw- 
ing after the plate is cast. To sum up 
the case in a few words,’’ said Mr. 
Kahrs, in conclusion, ‘‘ you draw the 
design and your six-dollar casting-box 
does the rest.’’ 


———_+9 — — 
THE MONTANA PAPERS. 


One of the youngest and most capa- 
ble newspaper managers of the West 
is Mr. William E. Bond, of the An- 
aconda Standard, of Anaconda, Mon- 
tana. During the recent railroad strike, 
when all the roads of the Northwest 
were. tied up tight, the Standard dem- 
onstrated its enterprise by inaugurating 
a special hand-car service, by means of 
which the paper was distributed in 
territory covered by 603 miles of 
road. 

Recently Mr. Bond spent a few days 
in New York, and in the office of Mr. 
Emanuel Katz, the handsome, popu- 
lar and brilliant special agent, and 
Eastern representative of the Anacon- 
da Standard, PRINTERS’ INK succeeded 
in extracting from Mr. Bond some in- 
teresting information in regard to the 
Montana papers and the value of that 
State as a field for advertisers. 

**T am convinced,’’ said Mr. Bond, 
‘that no State in the Union offers a 
better field for the advertising of 
patent medicines, mining machinery 
and articles of household use than 
Montana. In no section of the coun- 
try is money so plentiful and more 
generally distributed among the peo- 
ple. The relatively high subscription 
price of our papers insures their being 
thoroughly read, as a person will not 
pay five cents for a paper to throw 
aside after glancing at it. Our popu- 
lation is largely composed of miners, 
stock raisers and lumbermen, who, 
contrary to the prevailing belief in 
the East, are generally men with 
families and homes of their own. On 


this account our journals aim to be- 
come home papers and, hence, are not 
in the habit of publishing lottery and 
other advertising of a questionable 
character. 
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‘‘At the risk of appearing to lack 
modesty, I will place the Anaconda 
Standard at the head of the desirable 
Montana advertising mediums. There 
is not a paper in the West which oc- 
cupies such a unique position and is 
unrivaled to such a degree as the Stana- 
ard. 1am positive I do not exagger- 
ate when I assert that it is practically 
the only paper with a general circula- 
tion in the State. It possesses a sworn 
and proved circulation of 10,000 paid 
subscribers, about 5,000 of whom are 
in Butte City, the railroad center and 
distributing point of the State. Its 
subscription price is $10. It circu- 
lates throughout the whole of Mon- 
tana and in Wyoming, and since we 
organized a staff of correspondents in 
Idaho and Washington, we have been 
rapidly extending our circulation in 
those parts. Some time ago I ordered 
PRINTERS’ INK to be mailed regularly 
to thirty-four of the leading mer- 
chants in Montana, and since then our 
local advertising patronage has in- 
creased wonderfully in volume, and I 
am satisfied that the Little Schoolmas- 
ter has contributed considerably to the 
improvement and encouragement of 
advertising in the State. A year ago 
Mr. Katz became our Eastern repre- 
sentative, and since then Eastern ad- 
vertisers have been using the Standard 
very extensively and with satisfactory 
results to them and us 

‘*The increase in our advertising 
patronage and circulation has encour- 
aged us to increase the size of the 
paper, and after January Ist it will con- 
tain eight pages with seven columns to 
a page. The Sunday edition consists 
of twelve pages. A weekly will be 
started and type-setting machines in- 
troduced. 

‘* When less than a year ago I gave up 
the management of the Oakland (Cal.) 
Tribune to take charge of the Standard, 
I found the Standard had offices and 
a staff of men in Butte, Missoula and 
Great Falls, who furnish us with edi- 
torial and news service, and superin- 
tend the sale and delivery of the paper 
in those towns. At the present time 
there is not a town or village in the 
State where we have not a represent- 
ative. For general news, we rely on 
the Associated Press, which supplies 
us with five or six columns of matter 
daily, and special reports received 
from other agencies. Our territory 
will be still further increased after the 
first of the year. 
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‘*In order to expedite the delivery of 
the Standard to out-of-town subscrib- 
ers, we employ a special train, which 
leaves Anaconda at 4 o’clock A. M. for 
Butte City, where the paper is shipped 
to the different sections we cover. 

‘*A Hoe perfecting press is in use, 
with a capacity of 12,000 eight-page 
papers per hour. 

‘* Next in point of circulation and in- 
fluence to the Standard,1 place the 
Helena /ndependent, which is a bright, 
newsy, well-edited daily jovrnal of 
eight pages. Its subscription price is 
$10 and advertisers probably find it 
a valuable medium. Next to the /n- 
dependent comes the /nter-Mountain of 
Butte. This is an evening paper of 
purely local circulatioa and is issued 
six days in the week. Then there is 
the Butte City A/iner, a morning 
paper, which also has a circulation local 
in character. Of the weekly papers 
none seem to possess more than 
a local circulation. Among the more 
important are the Bozeman Chronicle, 
the Great Falls 77ibune, and the 
Missoula Western Democrat.” 

In conclusion Mr. Bond reiterated 
his remarks in regard to the value of 
Montana as a field for advertisers and 
reaffirmed his conviction that the 
Standard is the best of all the Mon- 
tana mediums. 








A RESPONSIVE AD. 


Angry Caller—I advertised for an electric 
battery yesterday. 

Ad Clerk—And did you not get it? 

Angry Caller—Get it! The blamed ad 
overdid the business, My house was struck 
by lightning. 


INK. 


SUITABLE BORDERS. 
By Fred. P. Ronnan. 

If the question were asked, What 
particular feature distinguishes the 
modern ad from that of its prototype 
twenty-five years ago? I have no 
doubt that the replies to such a query 
would vary almost as much as the ad 
of to-day differs from that of the period 
referred to. Many would point out 
the better taste displayed as to word- 
ing, others might, with justice, refer 
to the manifest care in selecting suit- 
able fonts of type, and others, again, 
to the use of illustrations, all tending, 
without doubt, to the more effective 
advertising of any given article. 

While admitting the value of these 
various factors, I think the use of 
original and striking effects in borders 
is largely responsible for the success of 
the modern ad. 

Twenty-five years ago the border, 
considered distinctively, was unknown; 
of course we had a number of conven- 
tional designs, but their use was con- 
fined to ball programmes, menu cards 
and fancy printing generally. Ascom- 
mercial possibilities they were un- 
known, and it was a rare sight to come 
across one in the shape of an advertise- 
ment. 

One can easily conceive the field 
and imagine the results which would 
have accrued to the advertiser of that 
date could he have availed himself of 
the ideas in this respect which are at 
present in use by us. At a time when 
all announcements were inclosed in 
plain rule, the advertiser using the 
fancy border would have had no rival 
fcr a time at least. 

As to the value of a border as an ad- 
junct to successful advertising there 
can be but little question. A painting 
by an eminent artist will of course be 
of value, and appeal to the cultured 
tastes of all art lovers, whether it pos- 
sesses a setting in keeping with its sub- 
ject or not, but when in addition to its 
intrinsic beauties we add the further 
charm of a handsome and suitable 
frame, we render its appearance more 
striking and more likely to appeal to a 
larger audience than otherwise. 

So in advertising, while an ad may 
be faultless in construction, admirable 
in timeliness and desirable in many 
respects, we accentuate all these quali- 
ties when we surround it bya design 
or setting which bears some analogy or 
connection with the nature of the ars 
ticle or business advertised, 
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The border then unites with the 
word picture we have formed, so as to 
form a perfect whole, which shall at- 
tract and hold attention, and which 
shail as a necessary coroilary be effect- 
ive in selling goods. The past few 
years have been prolific in producing 
new and striking designs in borders, and 
their increased use is the truest gauge 
of the necessity for their existence. 

The examples given herewith, while 
no doubt quite familiar to the readers, 
will show the tendency to individuality 
in their respective uses. The bicycle 
manufacturers have made earlier and 
more frequent use of this class of de- 
sign than any others: 
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The Overman Wheel Co., makers of 
the ‘* Victor,” have for the past year or 
so taken particular advantage of the 
style of border shown in the first line. 
Ido not know whether they have copy- 
righted the design, but presume they 
have, or we should have had it doing 
duty in all sorts of announcements 
long ago. The same line shows the 
sign in use by Gormully & Jefferey of 
Chicago, who, by the way, are un- 
doubted apostles of printer’s ink. 

The Spalding Wheel Co, utilize a 
design similar to the third line, and in 
appearance it is extremely effective. 
Line 4 is used by the Anglo Iron Co., 
New York. Line 5, asomewhat weak 
and labored variation of the first named 
specimen, and showing up rather 
smudgy, is used by the Syracuse Cycle 
Co. The Dunlop Fire Co, are re- 
sponsible for line 6. The other 
branches of trade are gradually taking 
up this idea, as evinced by the adver- 
who 
and the Globe Cabinet 
line 8, 








tisement of Cudahy Packing Co., 
line ¥. 
using 


affect 
Go... 
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The advertisements of all these firms, 
when inclosed in their respective bor- 
ders, possess an individuality of their 
own which it would be difficult to imi- 
tate, and this being so we may easily 
grant the value sali the border, 


THE METHODIST. PAPERS. - 
‘By Joseph Banister. 


For advertising articles of general 
use, it is pretty well agreed that the 
most desirable class of people to reach 
is that possessed of moderate means. 
There is probably no religious denom- 
ination in the United States whose 
membership is more largely com- 
posed of this class than the Methodist. 
Its adherents mostly belong to the 
agricultural and mercantile class, and 
it is hardly going too far to assert that 
the church contains fewer millionaires 
and fewer paupers than any other sect. 
The Methodist is also the most numer- 
ous of all the Protestant denomina- 
tions, as according te the United States 
census returns its communicants num- 
ber over four millions and a half, 
which is nearly four times as many as 
the Presbyterian or Lutheran Church 
possesses, eight times more than the 
Episcopalians or Congregationalists, 
and about one-third more than the 
Baptists have. 

In the possession of church property 
it is considerably richer than any other 
religious body, having over one hun- 
dred and thirty-two million dollars’ 
worth to the ninety-four millions 
owned by the Presbyterian Church, 
thirty-five by the Lutheran, eighty-two 
by the Episcopal, forty-three by the 
Congregationalist, one hundred and 
eighteen by the Catholic and eighty- 
three by the Baptist. 

In view of their number, general 
prosperity and intelligence, it is not 
surprising that the Methodists should 
be represented by a considerable num- 
ber of first-class journals. While 
other denominations may have more 
papers, which may claim a larger total 
circulation than is possessed by the 
Methodist papers, it is almost certain 
that no other sect has such a number 
of journals competent to give such ex- 
cellent returns on money invested in 
their advertising columns. 

The Methodist papers may be di- 
vided into two classes, the official and 
the non-official. The former are the 
property of the Methodist Episcopal 
Church and the editors are appointed 
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by a “body which meets every four 
years, called the General Conference. 
The non-official papers are owned by 
private parties, and among them we 
may include the various journals which 
represent the other divisions of the 
Methodist body. 

Almost all the official papers have 
large circulations, and these publica- 
tions are a source of considerable 
revenue to the Methodist Episcopal 
Church. According to an article ina 
recent issue of the Chautauguan, the 
Western Christian Advocate of Cincin- 
nati is worth to-day about $200,000 ; 
theNorthwestern Christian Advocate of 
Chicago and the Central Christian Ad- 
vocate of St. Louis are each worth 
about as much; the Pittsburgh Chris- 
tian Advocate and the Northern Chris- 
tian Advocate of Syracuse, N. Y., are 
worth about $100,000 each ; the Chris- 
tian Advocate (N. Y.) may be rated at 
about $400,000, and the Zpworth 
Herald of Chicago $100,000. Add to 
them the Quarterly Review, the San 
Francisco Advocate, the Sunday School 
Teachers’ Journal, together with all 
the other Sunday School publications, 
which may be estimated at a million 
dollars, and the total will be about two 
and a half million dollars. 

Although the official papers of the 
Methodist Episcopal Church compose 
but a small proportion of the whole 
number of Methodist publications, 
they have a very large share of the total 
circulation... While the latter count 
their subscribers by the thousand, the 
former, in some cases, number theirs 
by the ten thousand. 

Of the official papers of the Metho- 
dist Episcopal Church, the Christian 
Advocate, of New York City, is unques- 
tionably entitled to be ranked first. 
Under the editorial management of 
Dr. Buckley it has attained a circula- 
tion of about 50,000 weekly. This 
circulation is not confined to the East, 
but extends to every State in the Union 
and every province of Canada. Almost 
all the general advertisers of high-class 
goods are represented in its advertising 
columns, and there is little doubt that 
they secure excellent results from their 
expenditure. The Advocade is a sixteen- 
page journal, well printed on a good 
quality of paper. It is unnecessary to 
say that it admits no business of a 
questionable character, and that no 
advertisements are allowed to sail in 
its columns under false colors. 

Next in point of circulation and in- 
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fluence is the Western Christian Advo- 
cate, of Cincinnati, which has about 
31,000 subscribers, chiefly in Ohio, 
Kentucky and Indiana. Its advertis- 
ing columns are well crowded with 
business, all of which is of a good 
class. The other leading official pa- 
pers, such as the Northern Christian 
Advocate, of Chicago, with 24,000; 
the Central Christian Advocate, of St. 
Louis, with 23,000 ; the Sunday School 
Journal for Teachers, of New York, 
with 75,000 ; Epworth Herald, of Chi- 
cago, with 75,000 ; the Vorthern Chris- 
tian Advocate, of Syracuse, N. Y., with 
over 10,000; the Pittsburgh Christian 
Advocate, with over 13,000, and the 
Southwestern Christian Advocate, of 
New Orleans, with 10,000 subscribers, 
are all printed on about the same qual- 
ity of paper, are employed by the same 
class of advertisers, sell in most cases 
for the same price, exercise the same 
care in the exclusion of questionable 
advertising, and allowing for differ- 
ences in circulation, have about the 
same value as advertising mediums. 
The hundred or more papers not 
owned or issued under the auspices of 
the Methodist Episcopal Church have 
generally much smaller circulations 
than the official papers, and their ad- 
vertising columns are scarcely so well 
patronized. Many of them are in the 
habit of printing a class of advertise- 
ments which would not be admitted by 
the official journals. A considerable 
proportion of their advertising seems to 
come from local advertisers, which in- 
dicates that their circulations are not 
of such a general character. Among 
the leading publications which are not 
the property of the Methodist Episco- 
pal Church, and which circulate among 
all the divisions of the Methodist sect, 
are the Zion’s Herald, of Boston, with 
13,000 circulation; the Christian Stand- 
ard, of Philadelphia, with 9,000 ; the 
Detroit Christian Advocate, with 21,- 
000; the Buffalo Christian Advocate, 
with 10,000; the Zexas Christian Ad- 
vocate, with 20,000 ; the Christian Ad- 
vocate, of Nashville, Tenn., with 20,- 
ooo; the Arkansas Methodist, of Lit- 
tle Rock, Ark., with 10,000; the 
Wesleyan Christian Advocate, of At- 
lanta, Ga., with 8,000, and the Chr7s- 
tian Advocate, of Richmond, Va., with 
over 7,500. All the papers mentioned 
are fairly reliable mediums and their 
advertising patrons seem generally sat- 
isfied with the returns secured from 
the money expended in their columns. 
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NEW HAMPSHIRE NEWSPAPERS. 


By H. C. Pearson. 


The New Hampshire daily of larg- 
est circulation is the Manchester 
Morning Union (15,000), always full 
of news, but not especially well ed- 
ited. Its afternoon edition is inferior 
to its rival, the Wirror and American. 
The latter’s weekly edition, the A/ir- 
ror and Farmer, is an agricultural 
paper with a good clientele. The 
Saturday Telegram, a_ sensational 
weekly, circulates very widely through 
Maine and Vermont as well as New 
Hampshire. 

At Nashua, the 7e/egraph, daily and 
weekly, is probably the best paying 
newspaper property in New Hamp- 
shire. It is inexpensively gotten up, 
and has a good subscription list and 
advertising patronage. The other 
daily paper, the Gazette, is less in size, 
circulation and influence. 

The Concord Lvening Monitor 
prints 3,000 copies, at least twice as 
many as the People and Patriot. The 
weekly edition of the former, the 
Independent Statesman, has 10,000 cir- 
culation, and is the most influential 
paper in the State, largely due, no 
doubt, to its being the organ of Sena- 
tor W. E. Chandler. 

Portsmouth has three dailies, the 
Times, the Post and the Chronicle. 
The first equals the other two com- 
bined in circulation, advertising and 
news. 

At Dover, Foster’s Democrat and the 
Republican are both fairly good local 
papers. The Svar is less worthy. 

Keene has a lively little daily, the 
Sentinel, whose circulation, though far 
from the largest, is perhaps the high- 
est class in the State. Its weekly edi- 
tion finds a formidable rival in the 
Cheshire Republican. 

In proportion to its size, few States 
have more or better country weeklies 
than New Hampshire. Some of them 
occupy fields plenty large enough for 
a daily, and have a circulation which 
makes them worthy of attention from 
the general advertiser. 

In Rockingham County, the Exeter 
News-Letter deservedly leads, being 
well edited and well printed, and con- 
taining a great deal of local and county 
news. The Exeter Gazette and the 


Derry Mews are also bright sheets. 
The latter publishes the only checker 
department in the State. 

In Strafford County, the cities of 
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Rochester and Somersworth have no 
dailies, but are well represented by 
weeklies, the Courier and Free Press, 
respectively. 

Caroll County papers are not first- 
class. The Sandwich Reforter is the 
newsiest. 

Belknap County’s only city, La- 
conia, has no daily at present, but one 
of the best country weeklies I ever 
saw, the Democrat. 

In Merrimack County, the ‘‘baby’”’ 
city Franklin supports the bright and 
newsy twice-a-week T7vanscrift and 
the handsome Merrimack Journal, 
weekly, admirably edited by a woman, 
Mrs. Coilins. 

In Hillsborough County, the Mil- 
ford Journal consolidated with the 
venerable Amherst Farmers’ Cabinet, 
is a good paper in a good location. 

The leading papers in Cheshire 
County have already been referred to. 

Claremont and Newport, the large 
towns of Sullivan County, have each 
two good papers, the Zagle and Aa- 
vocate, and Champion and Argus, re- 
spectively. It would be hard to pick 
the best from the lot. 

Grafton County naturally divides 
into three parts. The Lebanon /yee 
Press covers the southwestern, the 
Plymouth Record the eastern and the 
White Mountain Repudlic Journal, at 
Littleton, the northern. 

The rich ‘‘north country ’’ of Coos 
County is best reached by either the 
Gazette or Democrat, at Lancaster, and 
the /ndependent, at Berlin. 

To sum up, the general advertiser 
can best reach the people of New 
Hampshire through the Manchester 
Union, daily, and the Independent 
Statesman, of Concord, weekly. 

A select list of ten country weeklies 
to best cover the State field would in- 
clude the Exeter Vews-Zetter, Roches- 
ter Courier, Laconia Democrat, Frank- 
lin 7ranscript, Milford Journal, Che- 
shire Republican (Keene), Claremont 
Eagle, Plymouth Record, Coos County 
Democrat (Lancaster) and Berlin /nde- 
pendent. 

Another class of publications which 
the general advertiser appreciates is 
the ‘‘summer resort’’ paper. New 
Hampshire has one of the largest and 
best in the world, the White Mount- 
ain Echo, weekly, published at Beth- 
lehem by Mr. Markinfield Addey. 
Among the Clouds, issued daily from 
the top of Mount Washington, is also 
exceedingly prosperous. 
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Dartmouth College, at Hanover, 
publishes fortnightly the oldest college 
paper in the United States, the Dart- 
mouth, circulation 1,000. 

The Granite Monthly, present circu- 
lation 4,000, is rapidly coming to the 
front. It is well edited and hand- 
somely illustrated and has recently se- 
cured a New York agent to take 
charge of its foreign advertising. 

—_——~or—__— 

EDUCATIONAL PUBLICATIONS. 

‘By Bessie L. Putnam. 

The ‘‘teacher’’ who attempts to 
follow his profession without reading 
regularly at least one educational 
paper now finds that he must soon fall 
hopelessly in the rear. Even if the 
superintendent permits him to enter 
the ranks, he is soon crowded out by 
more enthusiastic and progressive com- 
petitors. But the readers of such 
publications are no longer restricted 
to the pedagogical ranks. Reading 
tables are now regarded as a part of 
the furnishing of well equipped 
schools, and on these educational pa- 
pers always occupy a prominent place. 

An enumeration of the nearly two 
hundred educational publications is- 
sued regularly in the United States 
would be beyond the limits of this 
paper. It is my design to note cur- 
sorily the leading features in some of 
the more prominent ones of various 
parts of the country. 

From Boston comes the senior edu- 
cational weekly of high merit, the 
Journal of Education, established 
1858. It is rich in methods, progress 
in pedagogy, science, etc. ; in fact, 
keeps its readers fully posted on all 
educational topics. No better weekly 
can be found. American Teacher, a 
monthly issued by the same firm, en- 
joys a large circulation, is largely 
given to methods, and its practical 
nature, together with low price, ren- 
ders it a favorite among teachers in 
the lower grades. The Popular Edu- 
catorand Primary Education likewise 
claim a liberal patronage. LZducation 
is devoted to the science, art, philoso- 
phy and literature of education. Its 
articles appeal to the general as well as 
professional reader. 

Leaving Boston, we pass on to New 
York and find this State most prolific. 
The School Journat coversa field simi- 
lar to that of the Journal of Education. 
The Practical Teacher, published by 
the same company, vies with the 
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Teachers World (of the same city) in 
practical helps. Both have an exten- 
sive circulation. Ditto as to Popular 
Educator, In Educational Review 
the higher problems are dealt with by 
experts in the profession. The Zdw- 
cational Gazette, Rochester, contains 
excellent matter ; the merits of its ad- 
vertising pages were emphasized re- 
cently by a correspondent to PRINT- 
ERS’ INK, who stated that among sev- 
eral publications it had yielded him 
the most, and cost the least. The 
Educator, Buffalo, is quite popular. 

The leading weekly of Pennsylvania 
is the Educational News, Philadel- 
phia. Its name indicates its chief 
mission, though it contains much 
general matter of value, its editor 
being one of the leading educators. 
The School Journal, Lancaster, is the 
official organ of the State Superin- 
tendent, and is taken by every school 
board in the State. 

The Ohio L£ducational Monthly, 
Akron, has just completed its forty- 
third volume. It is a favorite in its 
own and adjoining States. The Pxudé- 
lic School Journal, Bloomington, IIl., 
is the leading periodical of the State. 
American School Board Journal, Mil- 
waukee, is extensively read by school 
officials. American Journal of Educa- 
tion (main office, St. Louis) issues 
nine editions, covering the whole 
lower Mississippi valley. As each ad 
appears in all editions, it is unques- 
tionably the best medium for that part 
of the country. Rockies Magazine, 
Dillon, Mont., is the official organ of 
the State Superintendent. The Oregon 
School Journal, Drain, Ore., is the only 
educational publication in that State. 





"SINGLE COLUMN DISPLAYED. 


Janets HANNERTY, 
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DISTRIBUTION OF LIQUID 
SAMPLES. 


One year I made a contract for the 
distribution of 25,000 2-dram bottles of 
a new 25-cent article, to go into all 
villages and farmers’ houses between 
each village in the counties of Queens 
and Suffolk. An outline map shows 
Long Island to be divided into 3 
sections by the railroad, the south, 
central and north. The greatest pop- 
ulation exists in the south side, south- 
east from Jamaica. In the central 
portion, east of Hicksville, is a sec- 
tion 50 miles long by 5 wide, with 2 
or 3 hamlets and a few farmers; it is 
almost inaccessible. On the north, 
the villages are not large, and but 5 or 
6 miles apart, hilly, sandy roads inter- 
vening. I give these facts to show 
some of the difficulties of distribution. 

Starting about ten miles from New 
York, I had packages of samples sent 
by freight to me, south side first. In 
each village I engaged a man with 
horse and wagon to cover a certain 
given territory, work to be done with- 
in a given number of days, making 
payment to him after inspection of 
his work. This inspection was done 
by a bicycler ; an easy and quick way. 
This method was pursued in every 
town on the Island and was quite sat- 
isfactory, very few of the samples 
being thrown away by the distributors. 
With breakage included only about 600 
sample bottles were destroyed or non- 
distributed. 

Results: On taking the contract, 
advice was given to the owners of 
the remedy that they send a salesman 
over the route two weeks behind me 
to canvass house to house for sale of 
goods—that advertising cards 8 x 10 
be printed and nailed in conspicuous 
places—that good-sized advertisements 
be run in local papers during months 
of December and January. 

None of these things were approved 
of by the firm, on the score of ‘‘ex- 
pense.”’ A few one-inch advertise- 
ments were run a month or two—and 
did no good—1oo painted wood signs 
3 feet by 18 inches were made to go 
100 miles, one or two ina village— 
local agents were advertised for, and 
4 or § secured—shiftless fellows for 
the most part. 

Less than 3 gross dozen were sold 
the first year out of 25,000 samples 
distributed, simply because it ‘‘ cost 
money’’ to make a completed adver- 
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tisement, about one and a half per 
cent returns in bottles sold. Did it 
pay? 

At my home in one month I have 
received eight different liquid samples, 
and never a canvasser showed up, nor 
an advertisement in local paper to call 
my further attention to them. 

Sample advertising can be made to 
pay only by combining it with other 
ways of reaching the buying public. 
A new thing don’t sell on its merits 
very often; it needs push to make it go. 

In line with this is the experience 
of another firm, who employed sales- 
men to canvass and deliver samples at 
same time of a 50-cent article, which 
had a slight local fame. Little or no 
newspaper advertising work was done, 
but the sales were very large. The secret 
may lie in the fact that the canvasser 
received a very large commission, 
more so than usual, and did better 
work, and more of it, as a result. 

Freightage by L. I. R. R. is as 
quick as expressage and much cheaper. 
In sending glass samples, containing 
liquids, if marked ‘‘ medicine’’ a sav- 
ing of % to 3% can be made. If 
marked ‘‘glass’’ the cost is greatly 
increased. Advertising in any way 
never gets to the point where it can 
‘‘walk alone’’—it’s got to be watched 
to make it pay. LonG IsLAND. 
[Printers’ Ink wants more articles of this 

sort from practical distributors, and will 


pay for them if used, and return them if 
not used.—Ed. Printers’ Inx.] 
acapiae tiie Aneccins 
IT IS. 

Mr. Henry Bright, the special representa- 
tive in New York of the Denver (Col.) Mews, 
has a letter from the International News- 
paper Advertising Agency of Chicago, under 
date of November 30, which says: “ Regard- 
ing the Denver News, we have to say that we 
are using that paper since about six weeks, 
with quite satisfactory results. The Rocky 
Mountain News is the Denver paper.’’ Mr. 
Bright thinks this statement worthy of a 
place in Printers’ INK. 

This brings to mind a similar case. 
A well-known clergyman relates that 
early in his career he had a great 
deal of difficulty in conducting him- 
self properly in case of first interviews 
with a new baby in the family of a 
parishioner. He wished to be truth- 
ful and also to gratify the mother. 
After many experiences he settled 
upon a fixed formula that was found to 
fit all cases. He would take the child 
in his hands, hold it up, look at it 
earnestly and say with emphasis: 
“Well, this zs a baby.”’ It always 
pleased the mother, 
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ADVERTISING JEWELRY. 


A few days ago we read in the pro- 
longed advertisement of a dry goods 
house in this city a jewelry announce- 
ment. It ran as follows: ‘‘Cheap 
jewelry—too cheap for jewelers to 
handle. The average jeweler abhors 
a reputation for cheapness, and hence 
leaves those beautiful and fine-wearing 
twenty-five cent stick pins, etc., to the 
dry goods man to handle.’’ This is 
fooling the purchaser with a venge- 
ance, and, to counteract the effect, 
never a word was said by a jeweler. 
Another dry goods store watch an- 
nouncement runs thus: ‘‘ Timekeep- 
ers of a grade that were precious a 
generation ago are within almost any 
one’s reach now. We buy them and 
sell them just as we buy and sell 
washtubs—get every advantage that 
taking largest lots gives, and pass 
them along with a very modest profit 
added. * * The time has passed 
when the purchase of a good watch 
required money enough to obscure 
your future prospects in life.’” Then 
followed a list of prices. We searched 
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in vain on the following day for a 
jeweler’s opposition ad, proclaiming 
the fact that he could furnish the 
watches at the same ora less price. A 
jeweler’s announcement appeared al- 
most side by side with the above, ad- 
vertising a $75 watch. It was an emi- 
nently praiseworthy advertisement, but 
seemed to have a tone of exclusiveness 
that might possibly repel many watch- 
buyers. ‘‘One thing at a time”’ is a 
very excellent advertising principle, 
but it can be carried to extremes. In 
a case like this it would seem wise to 
adopt dry goods methods and mention 
in conjunction with a high or moder- 
ately high-priced article, other lower 
priced grades. It generalizes store 
capabilities, and those attracted by 
cheaper grades may very often be in- 
duced to purchase a dearer.—Xeystone. 
ae 
“No clo’es I’ll ever advertise,” 

Observed a dealer old, 
“ But I will prove that ; am wise 

By saving up my gold 
But oh, alas! Re came late 

And how, each shrewd one knows— 
The sheriff had to seek him out 

And advertise his “ close.” 








LEA. . 
UMA iy ”] 


y 2. 
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A REMAINING POSSIBILITY. 
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AMERICA, 


Know ye the land where the ad and the primer 
Are winners of trade and the tokens o 
fame; 
Where space rates are climbing up, higher 
and higher, 
And limitless seems the end of the game? 


Know ye the land where in language the 
brightest 

The ad builder seeks for an income so great 

That panics or failures shall never affright 


im, 
Or alter the current of his envied state ? 


Know ye the land where a special position 
Has charms that will vanquish the mer- 
chant’s repose, 
And lead him to flights hitherto unattempted 
At rates which are, doubtless, quite ‘“‘under 
the rose ?”” 


Know ye the land where in figures the boldest 

The claims of each paper are pressed with 
such vim 

That truth is an item, which seldom or never 

Finds its way into statements, so hazy and 


dim? 
F. P. Ronnan. 
——_ +> —_—_ 


THE ADVERTISING SOLICITOR 


There’s the man who knows it all, 
The solicitor with gall ; 
The punning man, 
The cunning man, 
The man with lower rates ; 
But when he says the circulation 
Is the largest in creation, 
We know he’s not accountable 
For anything he states. 
+e 
WHEN all’s said and done, 
It’s really quite surprising, 
How little yet we know 
Of the law of advertising. 


Classified Advertisements, 


Advertisements under this head, twolines or more 
without display, 25 cents a lize Must be 
handed in one week in advance. 


WANTS, 
GP HOUSEKEEPING. Ads. 














G OOD HOUSEKEEPING. Ads. 





V 7 ANT ED—ACs for new game. Particulars for 
stamp. 


“ADVERTISER,” P. O. Box 132, N.Y. 

V 7 ANTED—Small half- -tone cuts, Send proofs 
= prices. DUPORT, North ElmSt., West- 

field, Mass. 

ggasi pin monthly magazine wants expe- 
rienced advertising solicitor. Commission. 

Address “ PERI- 





Fine opportunity for Al man. 
ODICA ig Printers’ Ink 


W 4stED— A book and job printing office or 

country newspaper, or interest in same. 
Have $500 or over toinvest. Address F, 8. REED, 
74 Barrow St., New York. 


JPOREMANGHIE of a first-class daily wanted, 
bys a Roane man of experience. Sober, reli- 
able. Will insert ail complicated ads without 


error. Address * ‘MAX,’ ’ Printers’ Ink 


Pee new No. 6 Remington Standard Type- 

ter. bg nt one who has seen it! 2 

every 0 0 know about it. W bY KOFF, 
SEAMANS & BENEDICT. 327 Broadway, N. Y. 


FFICE WANTED—Two energetic, practtonl 
printers, with small capital, wish to pur- 
chase country weekly. Part cash, pot e to be 
secured by lien on office. New York State “a 
nk, 


ferred. Address “BUSINESS,” care Printers’ 
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VV ANTED Second-hand, 20 or 22-inch perfect- 
ing press,in good order. M. L. JONES, 
Nelson Bldg., Kansas City, Mo. 


rr WANTED~ By young man for past 

hree years employed in business depart 
ment of a metropolitan daily. 1s a rapid and ac- 
curate worker, experienced in handling cash, 
well acquainted with the different work of a 
business office, and can furnish the best of ref- 
erences and bond. Will start at anything, long 
hours, night work and low wages, providing a 
chance to win promotion is given. Address “B-2,” 
Printers’ Ik. 


y cone man wanted in a large business, to as 
sist in the preparation of newspaper adver- 
tisements. A man of ability and yg E 
but with some development still in him e 
may be to-day ina small town, perhaps on a 
newspaper, where possibly he has also to 
meet advertisers and write and set their adver- 
tisements. Replies should give Nagao informa- 


tion, superience, ae: red, ete. Address 
“T, H. M., % bios, Pe x £508, Philadelphia. 


SPECIAL REPRESENTATIVE PRINTERS’ 

f INK ougbt to have a —— representative 
in Chicago, Boston and Philadelphia, and at 
some other points, who will get advertisements 
and subscribers. The applicant for such a con- 
nection should state the terms upon which he will 
attempt the service. For the purpose of avoid- 
ing unnecessary correspondence it may be’as well 
to state here that communications will not be an- 
swered that appear to be frum persons who do 
not know how they cau proceed to become of 
service, or the terms upon which they wish to 
do the work. If interested and competent, ad- 
dress PRINTERS’ INK, 10 Spruce St., New York. 


D? YOU CHECK YOUR ADS! Are there any 
leaks in your advertising ! Do you measure 
Do you pay for short noes, 
wrong insertions and omissions? Publishers 
make mistakes just like other pe people Do you 
want to pay for their blunders? ‘ The Eureka 
Advertisers’ Register and Record” affords a 
compact, convenient, accurate, time-saving, 
leak-stopping checking system t is used by 
such advertisers as Cudahy Packing Co., Walter 
Baker &Co., Doliber-Goodale Co. (Mellin’s Food), 
Cristy Knife Co., Dr. Kilmer, R. L. Watkins’ Ad- 
vertising Age ney, Adams’ Tutti-Frutti, Pabst 
Brewing Co., None-Such Mince Meat. Strongly 
bound a of 50 pages, post paid, $3; 100 pages, 
4; es. $5. Money back if you don’t want 
to keep the book. Sample pages 8, etc.. free. R. 
SCHIFFMANN, Jr., Publisher, Cor. 5th and Rosa- 
bel Sts., St. Paul, Minn. 


BILLPOSTING Al ND DISTRIBUTING. 
> H. JOHNSTON, advertising distributor 
Xe. 1531 Franklin Ave., St. Louis, Mo 
PRINTZ, distributor of advertising matter. 
* 730 9th St., N. E., Washington, D.C 





the goods you get! 








cctinnaiiatiatineanipimanttpleaads 
NEWSPAPER INSURANCE. 
HE YANK, Boston, Mass., 
death. 60,000 monthly. 
UICK dispatch and easy reading of your copy 


insured by the use of the new No. 6 Reming- 
ton Typewriter. 


wards off busine s 


ADVERTISING NOVELTIFS. 
YARCEL HANDLES, considering cost, giv« 
best result of any advertising article. 
ples of three kinds mailed. 5c. Catalogues of our 
novelties free. TIE CO., Unadilla, N. Y. 

pee the purpose of inviting announcements 
of Advertising Novelties, likely to benefit 
reader as well as advertiser, 4 lines will be in- 

serted under this head once for one dollar 


TO LET. 
ya, Roston. Space. “ 








"PL 








R EMINGTON TYPEWRITERS. 327 B’way, N. Y. 
“1 OOD HOUSEKEEPING. Space. 
¥ H. P. HUBBARD, Mgr., 38 Times Bidg., N.Y. 


‘OOD HOUSEKEEPING. Space. 
¥ H.P. HUBBARD, Mgr., 38 Times Bidg.,N. Y 
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ADDRESSES AND ADDRESSING. 
&(\ CENTS gets our sub. list ; gummed paper, 
50 1,600 names. DEMOCRAT, Albion, Ind. 


)), NVELOPES, cards, ya vers, etc., addressed 


4 for mailing, $1 livery guaran 
J.C. TO TOWNSEND. ok linneapolis, Mina. 








I ETTERS bought, sold 01 sold or rented. Valuable 
4 lines of tresh letters always in stock for 
rental. Write for lists and prices. Medical let- 
ters a specialty, A. LEFFINGWELL & CO., 112 
Dearborn St., Chicago, Ill. 


STREET CAR ADVERTISING. 
J OHNSON'’S figures are never beaten. 
A. + JOHNSON, 2%1 Broadway, New York City. 
\V BITE TO FERREE, 1 sriret National Bank 


Bldg., Hoboken, 


re Street Car Advertising, everywhere, 
GEO. W. LEWISCO., Girard Bidg., Phil’a, Pa: 
Br a for advertising on the ele- 
vated woo ae New York, Brooklyn and 
street cars where. Rates and Original 
sketches free. ‘COHN BROS., Temple Court, N. Y. 
~~ 
MISCELLANEOUS. 


Go HOUSEKEEPING. Excellent. 








Goo HOUSEKEEPING. Excellent. 


eee cabinet photograph a and 35c. and receive 
& emeneee photos. G FAIRFIELD, Wind 
ap, Pa. 





DEVELOPMENT—not an experiment. The 
new No. 6 Remington Standard Typewriter. 
327 Broadway, New York. 


ee | ee her Post-INTELLIGENCER Seattle has one 
of the four great papers of the Pacific 
Coast.”—Harper’s Weekly. 


> 


PREMIUMS. 


Fok premium pur s and direct sale—The 
orld’s famous Lalla Rookh Dress Cutting 
System. Nothing so popular for increasing sub- 
scription lists. e mare its exclusive sale for 
remium pu “ Favorite” cash reg- 
stering machine, the he practical low-priced 
cash register. Entirely new ; just come ev- 








ery merchant subscriber to your pa will be- 
come acustomer. The Oxford * Junior rs ——s 
machine, for children’s amusement and practi 


cal use. The only machine of its class manu- 

factured. The Farm and Ranch grinding mill, 

as a to the farmer as the sewing ma- 

aa is to the farmer’s wife. Write for prices. 
FAV ORITE MANUFACTURING CO., Dept. 8. 538, 

338-344 Wabash Ave., Chicago, Il. 

Sa al 


ELECTROTYPES. 


yAY +f «- .50 and get our best half-tone pore 
All kinds of cuts at prices as_surprisin; 
Write us your wants. CHICAGO — OE 
GRAVING CO., 185 Madison St., Chicago. 


I F you are an advertiser get Craske’s — on 

electros. Work and prices the best. You 
ean ask Johnston, of Printers’ Ink. Address 
CHAS. CRASKE, 45 & 47 Rose St., New York. 


T= best ad can be spoiled by a poor pete. 
We display ads so they will oe he Sous: 

and also furnish electros. Address 

STON, Printers’ Ink c Press, 10 10 Spruce we wY 


7OU may a, your own ads, but one thing 
your own cuts. 


photo 
ENGRAVING CO., 185 Madison St., Ghdenge. 
TS Buckeye Chalk Plate Co., 52 Frankfort St., 

Cleveland, U., recoats old plates for less than 
5O per cent of o riginal cost. Publishers using 
chalk plates are requested to write us for circu- 
lars and particulars. Our work guaranteed first 
class or no pay. No infringement of patent, as 
our formula 4 original with us. 





. 
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Ww E mape electrotypes for ncies and gen- 
1 advertisers a specialty. Our patent 

all metal. — is more durable and saves more 
stage than any cther make. Our facilities 
enable us to fill large and small orders at a low 
rate. WM. T. BARN = & CO., New Haven, Conn. 





PRINTS NTERS. 


7 AN BIBBER'S 
Printers’ Rollers. 


7 LOTUS PRESS, 140 West 23d St., N. 
“There are no better printers than these.*— 
Chas. Austin Bates. 


RINTERS—We make typ type, cases, stands and 

prices are the bea thata printer needs—and 

ices are the best. See us first. WALKER 
NAN, 201 to 206 William St., N. Y. 


puesswonsk of the highest quality; prices 

F viges. We do the presswork on Print- 
ers’ Ink and Munse “ 's Magazine. Is yours as well 
done?! FERRIS BROs, IS, $2430 Pearl St., N. Y. City. 


ce F° erysanthemum shades, odor of the 
otto of rose, and t for gold Iscquer fi finish 

7 ye the palm to The Lotus Press, 1 t 23d 
Y.”—Wm. Johnston, in Printers’ ak to 


A “NEWSPAPER AD” anda ‘handsome book- 
pt” are the right and left bowers when 
“profitable advertising” is trumps. THE LOTUS 
-RESS, 140 West 23d St., N. Y., make handsome 

booklets and can help you win success. 


66 WIRTUE is its own reward,” but excellence 
in any commercial line must be adver- 
pecs If you agree with these sentiments and 
quire printing of a high order, conter with 

qT E LOTUS PRESS, 140 West 23d St., N. Y. 


i ie - value of an advertising diamond depends 

largely upon the setting. If the “diamond” 

is in the form of a catalogue or booklet it will be 

set to the very best advantage if you have it 

done by THE LOTUS PRESS, 140 West 23d St., N.Y. 
—_ +o» —__——- 


SUPPLIES. 


yay BIBBER’S 
Printers’ Rollers. 


INC foretching. BRUCE & COOK, 190 Water 


St., New Yor! 
ILAIN printin neatly done: 50,000 32s circular, 
$10; 158, $16; WALTER MAYER, Madison, Wis, 


2 PAPER is printed with ink manufact- 

ured by the W. D. WILSON PRINTING INK 
CO., L't’d, 10 Spruce St., New York. Special prices 
to cash buyers. 


Oe letters reproduced aad addresses 
inserted $7.59 per M. Experts can scarcel 
= it from genuine typewriting. G. VAN 

WYE, Masonic Temple, Chicago. 


[IE you have wasted money on ineffective circu- 
lars, try personal letters instead. Others are 
doing this and reaping ric” harvests as a emt 
Send for their testimonials. ALBERT B. KING 
87 and 89 William St., N. Y. 


CENTS pays for a good revolving rubber 





5 dating stamp. Prints all the months, 
. from, yo Me 899, figures 0 to 99, “ Rec’ 


a.” : Pena! “Ent'd.” D. 
MALLEIT, 78 Reade St., N. ¥. 


wr sell envelopes like Johnston acts, rinters” 

k. ood XX 6% H.C ite En- 

velonés | printed fein your card a pbs as 

f. o. b., for “4 check with order. = 
r $8.50. Satisfaction guarant 


envelo} 
SHRYOCK, Printer, Zanesville, O. 


RINTING INKS—Best in the world. Carmines, 

1244 cents an ounce ; best Job and Cut Black 

ever known, $1.00 a pound ; best News Ink seen 

since the world begau, 4 cents a pound. Illus 

trated price list free on applica on. Address 

WILLIAM JOHNSTON, oe Printers’ Ink 
Press, 10 Spruce St., New York 


I EMINGTON Standard Fooseutier. The new 

No. 6 model supplies greater permanence of 
improved spring mechan- 
ism, lighter and much improved paper carriage, 
of greater capacity. Easier and faster opera- 
tion, with improved quality of work. Better 
and more economical ribbon movement, and 
numerous other useful and convenient devices. 


original alignment, 
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PAPER. 


Wie do a buy your, your ae 3 stock of paper, 

heads, heads? You make a mis- 

take if you fail to yt what can be done for you 
by M. PLUMMER & CO., 45 Beekman st 

—_+or ——_—__ 


MERCANTILE LAW. 


tty * & ae - Commercial Law- 
ers, Neb: a. Collections of 
wholesalers personally handled in Nebraska, Col- 
orado, South Dakota and Western lowa. Will go 
anywhere at any — Largest pitied s law 
business west of Chicago. Nebraska mercantile 
laws oom and le code furnished on 
application. us. Reference: W. 
as. Sloan, Now 3 York City. 


ee 
ILLUSTRATORS AND ILLUSTRATIONS. 


~ OLID TYPE talks in GOOD HOUSEKEEPING. 
Illustrated ads show excellent. 


QOLID TYPE talks inGOOD HOUSEKEEPING. 
OO il dads show 1 





OOD ENGRAVING. 
SENIOR & CO.. 10 Spruce St. 


RAWINGS and qortqne for advertising and 
illustrations. JTZ, 7 Warren St., N. Y. 


LLUSTR’D features for nev Na sve rs and aavrs. 
HARPER ILLUSTRATING S Columbus,0O. 


Fre ESH CUTS—Neat little outline drawings 
that’ll seeehen © your ads. I’ll make 10 = 
them for aa 152 Wash. Loa 
& Trust B: - FkaMogien t D.C, 


ANDSOME illustrations and initia's for mag- 
—, + weeklies and b general printin i a 


BSN ILLUSTRATING CO. o'Newark, NJ 


ss merchants, we have the finest 
illustrated scheme for local advertising yet 
devised f or large retail trade. If you will take 
the trouble to write us we will prove it to your 
satisfaction. GRIFFITH, AXTELL & CADYCO., 
Holyoke, Mass. 


Nonce to publishers of papers and maga- 
zines Wouldn’tan artistic heading or cover 
design improve the ve Lag =e of your publica 
tion and aid in securing both subscriptions and 
advertising contracts! Sketch sent on ss 
no charge if_not accepted. Send cove wi 

particulars. W. MOSEL EY, Box T, Elgin, Ill. 


Best work only. H. 
S >A 

















FOR SALF. 


UYER for two novelty jalties. A. B. 
B DODGE, Manchester, v it 


3 5 BUYS 1 INCH. 50,000 copies Proven. 
. oe WOMAN’S WORK. Athens, Ga. 
‘é 


N her Post-INTELLIGENCER Seattle has one 
at _ AF. J papers of the Pacific 
Coast.” — 
Fo°® sth Old-established grocers’ paper 
one of the best paying in the United States 


A bargain for cash. Address “CRAWFORD, ” 

care Printers’ Ink. 

yor: SALE CHEAP—Daily and weekly long A in 
the capital city of a Pacific Coast Sta Both 

large circulations. Well ee office. Ad- 

ress“ F J.,” care Printers’ 
JOR aare4 75-light dynamo. a mes mei 
by E. & P. Fairbanks, bo Joaeary: 





order 
sold cheap. Address EVENING EXPRESS. PUB. 
Co., Portland, Me. 


VOR SALE— Democratic nowspener of 

circulation, in Southern higan Bo 

f 25,000 population, town 3,500. Established 14 

years; fully equipped with eo power, ‘os 
nd jobbers. Price $3.5 


for ae too mucn other business. ‘addons 
“x. ’ care Printers’ I 


Fok SALE Ata —— one of the best book 
and job printing offices in Western Sounp. > 
in city of 35,000. Two cylinders. 3 jobbers, Gem 
cutter, T., perforator. 175 fonts metal, 50 fonts wend 
100 ibs. body type ; boiler and engine—all in 
splendid condition. Good run of business and 
cheap rent. To a party that means business 





— will be shown. Address “‘ B.8.,” Printers’ 
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N° 6 Remington Standard writer. A 
development—not an experiment. Many 
ing a rovements successfull ppouepo- 
rated into this new model. WYCKOFF 

MANS & BENEDICT. 327 Broadway, New York. 


O YOU CHECK YOUR ADS! Are there any 
leaks in your advertising! Do pol ~ 

the goods you get! Do you pay for 
wrong insertions and Cmatesiona § Publishers 
— —- just like other people. Do you 
want to pay for their blunders! “The Eureka 
lavertiokee Register and Record” affords a 
compact, convenient, accurate, time saving, 
leak stopping checkin system. It is hp by 
such advertisers as Cudahy Packing Co , iter 
Baker & Co., Doliber- eaoeatece, (Mellin ’: eFood), 
Cristy Knife Co., Dr. Kilmer, R. L. Watkins’ Ad 
vertising Agency, Adams’ Tutti Frutti, Pabst 
Brewing Co., None-Such Mince Meat. eonely 


gg book of 50 es, post paid, $3 es 
sti 200 pages, $5. aod —— if you dceCesat 

the book. mple pages, etc., free. R. 
SCHIE FMANN, Jr. Publ her, Cor. 5th and Rosa- 
bel Sts., St. Paul » Minn. 


——- +>—__—_. 
ADVERTISING MEDIA. 
= YANK, Boston, Mass., 60,000 monthly. 
‘HE HARDWARE DFE. — A magazine for 
deaiers. 78 Reade St., N. Y. 
Ait me. HOMETOURNAL. jpacten, Pa. Cire. 
500 mo. 


Rates 7c. aline. It pull 
Ge advertising bring brings ae results 
I cen ICAN HOME JOURNAL, Easton, Fa. 


Paes OPTICIAN, AND JEWELER, 96 Maiden 
ane, . A peculiarly good medium for 
careful advertisers. 


[* ou advertise in Ohio you will get results. 
‘or particulars padres Ht . D. LA COSTE, 38 
Park Row, New York 


NY person eave in PRINTERS’ INK 
<\ to the amount of $10 is entitled to receive 
the paper for one year. 


66 | N her Post-INTELLIGENCER Seattle has one 
of the four tend papers of the Pacific 
Coast.” — Harper’s Wee) 


H4 VE you ever hy io AMERICAN HOME 
JOURNAL, Easton, Pa. Circ. 7,500 mo. Rates 
7c. aline. 1t pulls; “just you try it. 


| ig ES (Ohio) CALL, 1,515 - circulation, the 
ng Ohio country oa C — it 
with the other papers publis ished n Pi 
M['HE DAILY GERMANIA, evnadinan can prove 
a larger circulation than any other local Ger- 
man daily. Use it for the Milwaukee trade 


500 MAIL buyers monthly. Do you wish 
7 s” to make their acquaintance ! Rates 
7e.aline. AM. HOME JOURNAL, Easton, Pa. 


Ton METROPOLITAN AND RURAL HOME, 
N.Y., an agricultural and family journal, is- 
sues over 500,000 monthly. It pays advertisers, 


; PRE, HEARTHSTONE,. 285 Broadway, N. Y. 

rgest ang bay advance circulation of any 
similar Thont y in the United States. Send for 
rates and =a e copy 





DVERTISING in new ers of “ _nown cir- 
i culation” means “ BUSINESS.” r partic 
ulars address A. FRANK RICH ARSON, Tribune 


Bidg., N. Y. Chamber of Commerce, Chicago. 
ae! rite ANSVILLE JOURNAL CO have placed 
INTERS’ INK sworn affidavit 


of mh. of their publications, THE MORNING 
JOURNAL, EVENING NEws, , SUNDAY JOURNAL-NEWs. 


A® E you advertising in n Ohio! We take it for 
granted that you are, and invite your atten- 
tion & the leading morning. ev ‘Dark and weekly 
oer: ina leading city e Dayton MORNING 
MES, circulating 4,500 copies daily; the EVENING 
NEws, 9, ies each issue, and the WEFKLY 
Times-News, 4, , are the representative family 
cirewlation, ‘of Dayton, and with their combined 
circulation of 14,000 copies daily, poonouenty 
reach the homes of that section. Dayton is a 
prosperous city of 80,000,and the News and TIMES 
are long-established journals and have always 
enneges % —— ie oo J 
support of the best le in De n. For ices, 
etc., address H. D. LA COSTE, 33 Pa Park Row, New 
ork, 


co 











PRINTERS’ INK 


BOOKS. 


LD books bought and sold. Send stamp for 
list. Address A. J. CRAWFORD, 312 North 
7th St., St. Louis, Mo. 


19 COPIES of pewter’ s Business Building of- 
fered rs stpaid, E. B. CLARK, 
I O. Box 708, mver, Go 0. 


DArez SIGNALS, a manual of } nn ee 
hints for general advertisers. 
mail, 50 cents. Address PRINTERS’ INK, 4 
Spruce St., New York. 
( SLY intelligent advertising pays. The “ Ad- 
vertiser’s 20k,” comsniaing: full 
information on cirealation and rates of all lead- 
ing dailies, weeklies, magazines, agricultural 
and religiou: fy and many interesting com- 
binations and suggestions how to succeed by 
ra: sent to ey &- acerees a 10e. bin 
most valuabl 


e book of this kind. Address 
TE RNATIONAL NEW SPAPEK ADVERTISING 
AGENCY, 119 Dearborn St., Chicago, Ll. 





> 
ADVERTISING AGENCIES 
A GENCIES know GOOD HOUSEKEEPING. 


A GENCIES know GOOD HOUSEKEEPING. 


‘TANLEY DAY, New Market, J. ADVERTIS- 
ER’S GUIDE, 25c. @ year. RR, mailed free. 


A hye y wish to advertise anything anywhere 
y time, write to the GEO. P ROWELL 
ADVERTISING CO., 10 Spruce St., New York. 


\ JE don’t sell adv. space ace below cost, but we 
— — the crowd on Geo usiness. 
It vite write before placing So. advertis- 
ing. Tht SOHN BRATTON CO., Atlanta, Ga. 
| ae you have discovered that there are two kinds 
f advertising—the kind that pays and the 
kind that don’t—and if you prefer the first kind, 
pe: se 700 write for our little folder on the 
blest. s free and very brief. DOUD’S AD- 
VERTISING “AGENCY, Boston, Mass. 
eo 
ADVERTISEMENT CONSTRUCTORS. 


A D-SMITH. 





Reet: Ads. 


] PREPARE original ac advertising Lewangy > gh — 
better class. Send data and stamp 
ual CLIFTON WADY, Somerville (oaton, 


\ 7M. KOHN, 2115 West Norris St., Philadel- 

phia, Pa. Expert critic of advertisements; 
17 years’ experience ; charges moderate. Write 
for particulars. 


\W E have turned out more ads and better ones 

than any other house in the business. WM. 
JOHNSTON, Manager Printers’ Ink Press, 10 
Spruce St., New York. 


A BOOK to order about your business—short 

and straight to the point. — pages. I'll 
write and print 5,000 for $30. W. W. BRETT, 261 
Broadway, New York. 


Qua and my $1 ads lea ads leave lasting im~res- 
sions—right kind of —— 10 ads, 
$10. Samples for a si W. W. BRETT, 261 
Broadway, New York. 


s DS that move with a tinkle and beat, beside 

some prose isa mental treat. I write, de- 
sign, print ads in verse or “tea KF. L. SMITH, 
Codman Bidg., Boston, Mass. Mass. 


TEAT, sensible ads made. Busy and desire 
a mostly technical, chemical, medical and pat- 
ent subjects. Know them well. Ads each $1 to $3; 
mostly $3. R. L. CURRAN, Box 899, Chicago. 


ON’T like to brag on the product of my head, 
but I’ve got some — strong proof in 
favor of the ads I hatch A two-cent stamp 
will put it before you. JED SCARBORO, Box 63, 
Station W, Brooklyn, N. Y. 
Baa dragging! Needsatonic! Wanta 
’ ‘© or three salient pointers 
gether with a stamp. will merit a 
SMITH, 
Equitable 


from you, 
— good advice from me. F. McC. 

& Trust Bidg., Washington ; 
Bidg., Baltimore. 
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] UILT FOR BUSINESS—The new No. 6 Rem 

ington Standard Typewriter. Retaine tae 
essential features of sim “) and durable con- 
struction which have name and main- 
tain the fame of the Re: aon and advance 
them to a higher stage of dev of development. 


Up ACORETNG some ideas for four different 

medicine men this week, ironing out some 
shirt ads for a gents’ furnisher, an polishing 
up a lot of furniture ads for a ite & away overin 


British Columbia. Business hasn’t sot dull 
oun 4 sto y mental machinery iv 
SCAR ©, Box 83. , Station | W, Broo! x > ee 


[upsrmaten advertisements ought to have 
ideas in them that will clinch the advertiser’ 
1 give such ideas — the artists wh: 


argument. 
— pains 


illustrate my advertisements ; 

to have them carried out ‘effectively. t pa 
very prominent advertiser eo Vy out last ad- 
vertisement for us isa gem pe by expresses 
pleasure at the perfection ‘with ich you pare 
carried the matter through.” bia 8 man has bee 

a successful advertiser for 25 y His o inion 
has weight. WOLSTAN DIXEY | $6. World Build- 
ing, New York. 


jy. hy t tree and ‘others who _contem- 
late ————— of circulars, booklets and 
eataloress — 1895 are invited to to correspond 
with me. cons Sapeesente with and o! 
5° of such things fit me for the preparation 
both plans and matter. I can be extremely 
Sa to business men who wish to rid them- 
selves of the details of such advertising. 1 have 
a record of success in this sort of work, and can 
refer to some of the =e _onterprising adver 
tisers in America. nt ur important 
work.” CHARLES AUSTIN BATES, 1413-1414—- 
1415 Vanderbilt Building, New York. 


“aes is more bombastic egotism in one 
column of this department each week than 
in all the rest of PrINTERS’ INK ina year. I am 
guilty, too, but there are extenuating ly a 
stances, for I don’t take up much space. 
probably marvel that any business should fail 
when such an abundance of talent is lyin 
around loose in the highways and byways. Bu 
let’s talk business and quit this egotism. If you 
want any kind of advertising matter prepared, 
send along the facts. If you like the work, pay 
for it. If you_don’ ee like it, don’t pay for. it. 
BERT M. MOSES, Brooklyn, N. Y. The 
price is always lower than the other feliow? 8. 


vas men who advertise in trade papers 
can most —— wy A my services. 
There are greater opportunit or oma 
enterprise in trade paper advertising 
any other. So few are there who pay proper at- 
tention to it that the really bright, crisp, fresh 
advertisements command immediate attention. 
The advertiser’s duty doesn’t stop when the con- 
tract is signed. commences then. 
Trouble is most business men are too busy to at- 
tend to the matter of ee fresh copy. In 
a big business a $500 contract with a trade paper 
is so small a thing that it is often forgotten, and 
50 per | cons. : the $500 is wasted. I will prepare 
a series of 12 good advertisements for trade 
papers for from $25 up to he ads vary so 
much in character and size that it is impossible 
to fix a price before I know all about the require- 
ments of the case. About nine times in ten, 
however, I can write 12 advertisements for $50 or 
“ pocal —— rated rathcn wk st more, of course. I 
few this sort of work. 
C HARLES “AUSTIN “BATES, 1413-1414—1415 Van 
derbilt Building, N.Y. ‘‘ Ads that sell goods.’ 


icuous 
han in 





ARRANGED BY STATES. 


Advertisements under this head, two lines or more 














without display, 25 cents a line. With display or 

black faced toe the price is 50 cents aline. Must 

be handed in one week in advance. 

A LABAMA papers are shy about exploiting 
their merits. 

N O Alaska paper ~ big enough to advertise in 

4 PRINTERS’ INK. 
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ARIZONA. 


Arizona papers are too modest to advertise 
here. 


ARKANSAS. 


"H,HE best paper in this State hesitates about 
I © asserting its excellence. 











CALIFORNIA. 


OS ANGELES TIMES—Southern Calitornia’s 
4 great daily. Foremost advertising medium. 


COLORADO. 
C YOLORADO papers want page advertisements 


and have no use for small, classified an- 
sisacmimanie: 











PRINTERS’ INK. 


INDIAN TERRITORY. 


l )APERS are too modest to advertive. 





INDIANA. 
The Big Weekly of the West. 


e AM AN TRIBUNE, Of Indianapolis, Ind., 
is i iareees AW EERE Y published in Indiana’ 


KENTUCKY. 


ANT to sell anything to oor compan KEN 
TUCKY STocK FaRM reaches them 











W 





LOUISIANA. 











CONNECTICUT. 

. 

WEEKLY TIMES Hartford com 
e 3 

I mA ..b., ry -% 

Daily, 7,500. Weekly 3 
Western ( vonnecticut thoroughly cove! ee by the 
NIONS 
L. Moses, New York Re resentative, 620 
Camilo bilt Bldg. THE UNION PUBLISHING 
LO., Bridgeport, Conn. 


THE TWO HERALDS. 


WATERBURY SUNDAY HERALD. 
BRIDGEPORT SUNDAY HERALD 


Every nook and corner in the Nutmeg State is 
covered by them. By special trains and by pony 
expresses these two papers are delivered Sunday 
morning all over aaa ee Special editions 
are sent inio eo New Haven, Meriden, 
Danbury and An 

Combined ciroulation, 80,000. 150,000 Readers. 


THE HARTFORD TIMES. 








Wr O. Burr, Pr Publisher. 


RuFvs H. JACKSON, Bus Manager. 





Daily— 12,500 circulation. 





The great advertising medium for reaching the 
Nutmeg State. 


Weekly—7,0 circulation. 


PERRY LUKENS, Jr., New York Representative, 
73 Tribune Building. 
DELAWARE. 


| such a little State 


DISTRICT OF COLUMBIA. 
W ANTS bigger igger space and display than can 








FLORIDA. 
[HE ST. AUGUSTINE NEWS reaches the right 


kind ot pecs at the right time and in a 
right way. F RANK G. BARRY, pub.,Utica, N.Y. 


IDAHO. 


in PRINTERS’ INK costs too 
one has something really 





DVERTISING 
much, unless 
worth saying. 





ILLINOIS. 


y NFLUENCED by its metropolitan city, Illinois 
is opposed to advertising in newspapers ; 
ig strong on posters and circulars. 


but 





Qo. ’N PRESBYTERIAN, apg Orleans, wkly ‘si 
© over Ala., Ark., Fla., , Miss., Tenn., Tex 





MAINE. 
4 DS in THE INDEPENDENT, Farmington, Me. 
produce results and mail orders. 
BANGOR COMMERCIAL. 





J.P. Bass & Co., Publishers, Bangor, Me. 





Daily average, nearly 5,000 copies 


Weekly average, over 16,000 copies. 


PERRY LUKENS, JR., New York Representative, 
73 Tribune Building. 


MARYLAND. 


| yOn't take much stock in advertising; but 
when it must be done wants more space. 











MASSACHUSETTS. 


40 WOKDS, 6 days, 50 cents. ENTERPRISE, 

‘SVU Brockton, Mass. Mass. Circulation, 7,500. 

\ ’ONDERFUL !—Send 10c. to FRANK HARRI- 
SON, Boston, Mass.,and see what you will get. 
YEW BEDFORD ( Mass.) JOURNAL. Daily aver. 

age over 4,000. Remember us when placing 
ads in Southeastern Massachusetts. 














MICHIGAN. 


| pETROIT SUNS, 118,000 weekly. 








Bs ‘HANAN, Mich., is booming. Every citi 
zen reads the RECORD 
SAGINAW COURIER-HERALD. 
\ Sunday, 7,000; weekly, 14,000. 
S* rectly COU RIER-HERALD is delivered di- 
scan re the homes by itsown carriers. __ 
SAGINAW COURIER HERALD, largest circ’n 
"in No. Mich. Full Assoe’d Press dispatches. 
Dp" STROIT SUNS, ILLUSTRATED and SUNDAY 
circulation, 118,000, are profitable mediums, 
( ‘RAND KAPIDS DEMOCRAT, the leading | 
1 perin Michigan, outside Detroit. 13,000 ally 
GAGINAW evening and ——. NEWS. Largest 
circulations in the Saginaw Valley, Michigan 
TA ADA PROVED CIRCULATION for 
40. 000 enw f 15¢. a Line. Sample copies 
root of circulation free. 
“ONCE A MONTH? - 





Daily, 6,000; 

















JETROIT, MICH. 
] ETROIT a STRATED SUN, mice, 3 
SUNDAY SUN, 2%. Adv. office, 517 Pl 
ple Court, New York Cit ty. Books ress- 
room always open a > aitase of f -8 4 
or their representati 
get LTS Advertise aoe you “will get | pay- 
returns. Advertisers are well pleased 
with: t @ ILLUSTRATED and SUNDAY. SUNS, 
Detroit, Mich. Advertising office, 517 Temple 
Court, New York City. Write for full particu- 
lars. Circulation, 123,073 weekly, 
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AGINAW COURIER-HERALD is the —/. ‘HE LADIES’ WORLD 
\) newspaper in Northern Michigan. Circulation — 


ata pod Mondays, Cantey os and Wont: Py terest den 

Dail A. . oo ay, 7,000 . H. MOORE & CO., Publisher 

14,000, ext. 1800 66,000) is the third New York, will send it. together 
city in Michi ho oe Terthor information ad- —_= an estimate on your advertisement. 
dress H. D. LACUSTE, 38 Park Row, New York. ATE Low ! CIRCULATION LARGE! 


r M. LOPROr $ popular periodicals, Tak PEO- 
* PLE’s HOME JOURNAL and THE ILLUSTRATED 
Home GUEST. Sworn circulation, 500,000 copies 


MINNESOTA. 
MI it each issue. Advertising rates, $2.00 per agate 
The Housekeeper, — mid tine, less time and apace discounts. For sample 


rticulars address F. M 


b P 
Pay a Pays Advertisers, £02708. publisher, 16 a 108 Reade st., N. Y. 


(HE UL .UTH NEWS-TRIBUNE — The only TH E H 0 U S EWI F E ) 


morning daily paper. Established in 1879. 


Published at the head of the Great Lakes, Du- 81 Warren St., N. ¥. 
luth, pee og gd serene + ay Bo peepee M > 
now exc opies. Jaily, Sunday anc i 
weekly editions New rates ot subscription : Circulation 5,000 Copies Monthly. 
Daily and Sunday, per annum, $5; daily and 
Gas 4" per I De. 5 5 dal , per —-4 $i Send for New Advertising Rates. 

r mon ade die, dike Ln a — 
PER {iY LUKENS. Jr., Bastern n Advertisin Agent. Ask for Special Rates for Advertising in 
73 Tribune pain, New York. A. E. Chantier, 
Editor and Manager. 


MISSISSIPPI. Texas Siftings 





























] IKE the violet seeks seclusion. BEFORE THE ADVANCE. 

* ALL AGENCIES 

MISSOURI. Albany’s Most Popular Daily. 

EACH doctors — MEDICAL FORTNIGHTLY Sone . 
I » does it best. 1006 Olive, St. Louis. Circulation 17,400. 
LJEROLD DES GLAUBENS, St. Louis, Mo. Est. ’ . 
tg *Cireulation $3,000," Brings reeulta. Albany’s Great One-Cent 
ype HOME CIRCLE. St. Louis, Mo , is the best Newspaper. 

advertising medium in the West 75,000 


This is to corey that the Circulation of 
TH il RESS AND KNICKER- 


copies each month. 50c. per agate line Kstab 
. ix Constantly Increasing and that 


lished in 1880. 





























h mber af coptes printed thi« day was 
MONTANA 17. 100, W. D. KELLY, PRESSMAN. 
° State of New York, City and County of Albany 
“ANACONDA “STANDARD. Circulation thice Sworn to before me this 16th day of Novem- 
times greater than that of any other daily Der, 1894. -., JOHN J. GALLOGLY, 
or Sunday paper in Montana: 10,000 copies daily. Notary Public, Albany, N.Y. 
THE PRESS CO., Publishers, 
NEBRASKA. Press Bidg., Albany, N. Y. 
@>C. FREIE PRESSE 65c. c 
bo _—— Neb., ‘ 65e. wen Gap “ s+ ,! Preen, he Batty and 
He. __, 65c. per year. 65c. 
tbe Write for p Se. = lhe Leading Illustrated Paper of 
NEVADA. America is 





‘HE WEEKLY COURIER, Genoa. Six pages LESLIE’S WEEKLY. 


All home print. Leads in Nevada. s " . - 
— Every Live Advertiser recognizes 











NEW HAMPSHIRE. this fact and acts accordingly. 
ADVERTISES for summer boarders only, and Send for Rates and Copics. 
_ they are not in season now. , a 
- i Wituiam L, MILLer, Advertising Manager, 
NEW JERSEY. 110 Fifth . Ave. 7 New York, 





THE EVENING JOURNAL 
JERSEY CITY’S : ___NORTH _CAROLINA. —— 
FAVORITE FAMILY PAPER. JPREFERS local patronage, which pays better 
Circulation, - - - - (5,500. 
Advertisers find [T PAYS! 


NEW MEXico. 


S eae dry to advertise much, 











NORTH DAKOTA. 


To cold to advertise in the wintel or. 








OHIO. 


‘HE NEWS is = only ‘Sunday paper in Zanes- 





NEW YORK. 








4 trial lines 25c. in Watertown (N. Y ) ville _ Try 
HERALD—3v,000 readers. — RGEST r “ = 
7 ood > THE A RGEST cire’n of any Pro ibition paper in 
I a ear ee pee ES E City. use THE J, nation: BEACON AND NEw ERa, Springfield, O. 








ry HE NATIONAL PROVISIONER, organ of the l AYTON MORNING TIMES and EVENING 
meat & provision industries, 284 Pear! St.,N.Y. NEWS. Combined cicculation 14,000 daily. 
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7 OUNGSTOWN VINDICATOR, 7,800 daily, 5,200 
weekly. Leading newspaper in Eastern Ohio. 


6e T HE leading Ohio country daily—THE PIQUA 
'ALL—receives the Associated Press 1e- 
port.”—New York World. 


Us TRI-STATE GROCER visits the grocers and 
noes — of Ohio, Ind. and Mich. 
ot. oe u are not in it, it will pay you to 

T STATE GROCER CO., Toledo, O. 


pica Ohio, has grown to bea city of 13,000. 
the third city in this country in "the 
anes ee of linseed oil, and “Piqua brand” of 
rawboard stands at the h ere are only 
i3 cities in “Ohio whose manufacturers pay a 
greater amount for labor.—New York Tribune. 


yay Piqua, Ohio, CALL is the only dail. r 

between Toledo and Dayton and Co ahs, us 
and Indianapolis egy set — wire news— 
having the exclustve A: franchise. 
i has a circulation of 1 1515 CO ona daily, and = 

ve, progressive newspaj qua is connecte 

by olen tric railway with Troy. Ohi Ohio —-a town 
seven miles distant, having a population of 4,000, 
= THE Piqua CALL has a greater circulation in 

a than any Troy pons, For prices for space, 
a ies of the pap y further informa- 
tion, address LACOSTE? Y 33 Park Row, N. Y. 


OKLAHOMA. 


;= GUTHRIE DAILY LEADER, the leadin 
morning paper in the Territory, accepts ad- 
vertising with the a and positive guar- 
antee that it has double the paid circulation of 
any Tr. publiehed ‘tn Oklahoma. F. B, 


Lucas, Ad 
OREGON. 


W ANTS more space—or none. 
































PENNSYLVANIA. 





PRINTERS’ INK. 





THe POST : Houston, Texas. 


Has a LARGER REGULAR ISSUE S THAN ANY 
DAILY IN TEXAS, and is so guaranteed by Kow 
ell’s 1894 Directory under a forfeit of #100. S C 
BECKWITH, Sole Agent Foreign Advertising, 
New York and Chicago. 


UTAH. 


W ANTS more space or none at all. 


VERMONT. 


JURLINGTON DAILY NEWS. New one cent 
» paper ; already has largest local circulation; 
It pays ad 














great success. 
vertisers. 


Everybody reads it. 





WASHINGTON. 





p.> 


QEATILE P-T. 
ars 








GEATILE TELNGRAPH. 
a 
GEATILE POST-INTELLIGENCER. 





QEAT TLE TELEGRAPH, the ane 


Democratic daily north of San Franci 


66 | N her Post-INTELLIGENCER Seattle has one 
of the shee papers of the Pacific 
Coast.”’— Harper’s Weekly. 
[ae TYPOGRAPHICAIL REVIEW reaches all 
»rinters in Oregon, Wash’n and British Col- 
umbia. Wantto reach them! Box 1117, Seattle. 


SEATTLE POST-INTELLIGENCER a 
\ advertisers double the circulation of any 




















other paper in the State of Bag ~= East- 

ern office, 93-94 Times Bldg. C. A. HUGHES, Mer. 

@ CRANTON (Pa. ) REPUBLICAN has the largest A. FRANK RICHARDSON, Special Agent, Trib- 
w circulation | of f any Scranton paper. une 3idg. 
DUCATIONAL [NDEPENDENT, school w’kly. THE 

E EDINBORO PUB. CO., Edinboro, Pa. “_— ANE « SPOKESMAN- REVIEW 

none Only morning pa per. Consolidation © 

HE be a DAILY in Pennsylvania is MAN and REVIEW Exclusive control aecuien 

——— — 000 desirable readers field. No competitor within 500 — Popula- 

in esa ean 8 f the Ke ‘stone State. WAL- tion Spokane, 1881, 500 ; 1894, 35,000. e past and 

LACE & SPROU im ‘Chester, ai mr history of ‘Spokane has oa marv poet 

~ its future will be the wonder o estern civili 

NTELLIGENCER—Daty and WEEKLY, zation. The REVIEW is the recognized exponent 

Doylestown, Pa. of all the best interests of Spokane and the vast 


For guaranteed circulation see 
Rowell’s Directory. Always 
he leaders. 

Always best mediums for 
advertisers’ purposes. 


RHODE ISLAND. 


I OME GUARD, Providence, R. I. ; circulation 
50,000 ; paid up subscription list 











SOUTH CAROLINA. 


‘3 HE ey * edition of THE STATE, Columbia, S. 
most popular paper in a hundred 

couth Garolinu towns. The semi weekly edition 
reaches over 1,000 post-offices in South Carolina. 


SOUTH DAKOTA. 


| OTHING to advertise. 
N 











TEXAS. 


. BAPTIST STANDARD, Waco, Texas, 
has a bona fide weekly issue of 20,000 copies. 
The Baptist WATCHMAN, of the Indian Territory, 





and the BAPTIST OBSERVER, of Sherman, Texas, 
have been absorbed by the STANDARD. 


SMing paper (Texas) EVENING DE MOCRAT, jiead- 
=e 


per in wealthy city of 10,000. Business 
read 


ladies it. Your ad? 





country tributary to it 


WEST VIRGINIA. 


N O occasion to advertise since the passage of 








AN the’ Wilson Bill. 





WISCONSIN. 


Bobver 20 NEWS BUDGET, ieee. weekly. 
Over 12,000 circulation guaran 





for the six mos. 
555 4. SIOR, Milwaukee. 
w* ISCONSIN AGRICUL LTURIST, Racine, Wis. 
Largest circulation of any English paper 

in Wisconsin 


=” COPIES ave 
( in 1894. EXCE 








WYOMING. 


T HE ladies will not allow its newspapers to use 
PRINTERS’ INK. 





CANADA. 


W ANTS reciprocity—not advertising. 








SO. & CEN. AMERICA. 
QSouTH4 American ‘merchants subscribe for wr the 
PANAMA STAR & HERALD. 














PRINTERS’ 


CLASS PUBLICATIONS. 


Advertisements inserted serted. under this heading, in 
the appropriate class, cost 25 cents a line, for each 


Sor $4. y or black-faced type sharged ‘at 5 50 
cents a line each issue, S wom a year, or $2a 
—. ‘or each line © LM get space occupied. 
i e heading of each class, as Se printed be- 
low, is 


the name of a accorded the 
largest circulation rating by mye American News- 
paper Directory. 
ADVERTISING. 
Printers’ Ink, New York. 
AFRO-AMERICAN. 
Freeman, Indianapolis, Ind. 
AGENTS. 
Agents’ Herald, Philadelphia, Pa. 


AGRICULTURE. 


Farm Journal, Philadelphia, Pa. 
AMERICAN MECHANICS. 

American Mechanics’ Advocate, Philadel- 

phia, Pa. ~aeneanuiaien 
ANARCHISM. 
Liberty, New York City. 
ANCIENT ORDER OF FORESTERS. 
Ancient Forester, Brantford, Ontario. 


ANCIENT ORDER OF UNITED WORK- 
MEN. 














Kansas Workman, Minneapolis, Kans. 
ANTIQUES. 


American Antiquarian and Oriental Jour- 
nal, Good Hope, Ill. 


ARABIC. 
Kawkab America, New York City. 
ARCHITECTURE. 


Scientific American —- and Build- 
ers’ edition), New York Cit 


ARMEN “pa 
Haik, New York City. 
ARMY AND NAVY. 
Confederate Veteran, Nashville , Tenn. 
ART. 
Art Amateur, New York City. 
ATHLETICS. 
Outing, New York City. 
BARBERS. 
National Barber, Philadelphia, Pa. 
BEE CULTURE. 
Gleanings in Bee Culture, Medina, Ohio. 
‘BLIND. 
Mentor, Boston, Mass. 
BOHEMIAN. 
Slavie, Racine, Wis. 
BOOK-BINDING. 
American Book-Binder, Buffalo, N. Y. 
BOOK-KEFPING. 
Book-Keeper, Detroit, Mich. 
BOOKS. 
Book News, Philadelphia, Pa. 
BOOTS AND SHOES. 
Boot and Shoe Recorder, Boston, Mass. 
BOTTLING. 


American Carbonator and American Bot- 
tler, New York City. 
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BREWING. 
Brewers’ Journal, New York City. 
BUILDING. 


Carpentry and Building, New York City. 
BUILDING LOAN ASSOCIATIONS. 
Financial Review and Amertonp Building 


Association News, Chicago, ll 


BUTCHERIN G. 
Markets, Chicago, Il. 
CABINET-MAKING. 
American Sehtast. Maker and Upholstere 





New York City 





CARPETS. 
American Carpets and Upholstery Trade, 
New York Cit 
” cdRiiiiiee 
Varnish, Philadelphia, Pa. 
CATERING. 
Table Talk, Philadelphia, Pa. 
CEMETERIES. 
Modern Cemetery, Chicago, Ill. 
CHEMICALS. 


Druggists’ Circular and Chemical Gazette, 


New York City. 


CHEROKEE. 
Cherokee Advocate, Tahlequah, Ind. Ter. 
CHILDREN. 
Youth’s Companion, ‘Boston, Mass. 
CHINESE. 


ew Chinese Newspaper, San Fran- 
, Cal. 








cisco 





CHOSEN FRIENDS. 
Rainbow, New York City. 
CLOTHING. 
Clothier and Furnisher, New York City. 
“COAL. 
Coal Trade Journal, New York City. 
COLLEGE FRATERNITIES. 
Chi Phi Chakett, Newark, N. J. 
COMMERCE. 
Journal of Commerce, New York City. 
CONFECTIONERY. 
Confectioners’ Gazette, New York City. 
CREEK. 
Anpao Kin, Madison, S. Dak. 
CREMATION. 
Urn, New York City. 
































CROCKERY. 
i= and Glass Journal, New York 
CULINARY. 
Hotel and Restaurant, New York City. 
CYCLING. 
Cycling, Philadelphia, Ps Pa. 
DAIRYING 
Hoard’s Dairyman, Fort Atkinson, Wis. 
DANCING. 
Galop, Boston, Mass. 
DANISH. 





Posten and Ad Vernen, Decorah, Iowa. * 


DEAF, DUMB AND BLIND, 
Mentor, Boston, Mass. 
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DECORATING. _ GAS. 
Painting and Decorating Philadelphia, Pa. Water and Gas Review, New York City. 
DENTISTRY. GEOLOGY. 

Items of Interest, Philadelphia, Pa. American Geologist, ‘Minneapolis, Minn. 
DRAMA. GERMAN. 

Dramatic Times, New York City. Der Haus und Bauernfreund, Milwaukee, 
DRUGS. 


Druggists’ Circular and Chemical Gazette, 
New York City. 


DRY GOODS. 
Dry Goods Economist, New York City. 
EDUCATION. 
Popular Educator, New York City. 
EDUCATIONAL INSTITUTIONS. 
Guardian, Waco, Texas. 
ELECTRICITY. 
Electrical World, New York City. 
ELECTROTY PING. 


Lithographic Art Journal, New York City. 
EMBALMING. 
Embalmers’ Monthly, Sioux City, Iowa. 
ENGINEERI NG. 
Locomotive Engineering, New York City. 
ENGRAVING. 
Engraver and Printer, “Boston, Mass. 
EN TOMOL oGy. 
Entomological News, Philadelphia, Pa. 
E. XPORTING. 


Spanish-American Trade Journal, St. Louis, 
mao. 





























EXPRESS. 


ABC Pathfinder and Dial Express List, 
Boston, Muss. 


FANCY GOODS. 
Fancy Goods Graphic, New York City. 
FASHIONS. 
Queen of Fashion, New York City. 
FINANCE. 
Financier, New York City. 
FINNISH. 
New Yorkin Lebti, New York City. 
FIREMEN. 
Firemen’s Herald, New York City. 
FLORICULTURE. 
Y ayflower, Floral Park, N. ¥. 
FREEMASONRY. 
Masonic Home Journal. Louisville, Ky. 
FREE THOUGHT. 
Free Thinkers’ Magazine, Buffalo, N. Y. 























FRENCH. 
La Presse, Montreal, Quebec. 
_ FUR. 
See Hats, Caps and Furs. 
FURNISHING 
Decorator and Furnisher, sew York City. 
° FURNISHING GOODS. 





Clothier and Furnisher, How York City. 


FURNITURE 
American Furniture Gazette, alin, Ill. 


GLASSWARE. 
wea and Glass Journal, New York 
“2 


GLOVES. 
Glovers’ Journal, Gloversville, KR. ¥. 
GRAND ARMY. 
Home and Country, New New York City. 


GROCERZES. 


Grocers’ Criterion, Chicago, Ill. 
HARDWARE. 


anes and Hardware Reporter, St. Louis, 
oO. 




















HARNESS. 
National Harness Rev iew, Chicago, Ill. 
HATS, CAPS AND FOUR. 
American Hatter, New York, N. Y. 
HEBREW. 
Jewish Gazette, New York, N. Y. 
HISTORY. 
Historia, Chicago, Ill. 
HOLLANDISH. 
De Grondwet, Holland, Mich. 


HORTICULTURE. 


American Farm and Horticulturist, Rich- 
mond, Ind. 




















HOTELS. 
Hotel Register, New York City. 
HOUSE FURNISHING. 


American Artisan, Tinner and House Fur- 
nisher, Chicago, I 


HOU: 
Ladies’ World, New York City. 
HUNGARIAN. 
Onallas, Hazleton, Pa. 
HYGIENE. 
Dr. Foote’s Health Monthly, New York City. 
ICELANDIC. 
Helmskringla, Winnipeg, Manitoba. 
IMMIGRATION. 


Des Auswanderer und D Deutsche in Amer- 
ica, New York City. 


IMPLEMENTS. 
Farm Implement News, Chicago, Ill. 
IMPROVED ORDER OF RED MEN. 
Wampum Belt, Boston, Mass. 
INDEPENDENT ORDER OF GOOD TEMP- 
LARS. 



































Minnesota Good Templar, Minneapolis, 


Minn 
INDIAN LANGUAGES. 
Anpao Kin, Madison, S. Dak. 
INSURANCE. 
Indicator, Detroit, Mich. 
INVENTIONS, 
Scientific American, New York City. 
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IRISH. 
Gael, Brooklyn, N. Y. 
“TRON. 
Iron Age, New York City. 
IRRIGATION. 
Irrigation Age, Chicago, Ill. 
ITALIAN. 
L’Italia, Chicago, Ill. 
JEWELRY. 
Optician and Jeweler, New York City. 
JEWISH. 
American Israelite, Cincinnati, O. 
JUVENILE. 
Youth’s Companion, Boston, Mass. 
KNIGHTS OF HONOR. 
Knights of Honor Reporter, Boston, Mass. 
KNIGHTS OF LABOR. 


Journal of the Knights of Labor, Philadel- 
phia, Pa. 
KNIGHTS OF PYTHIAS. 
Pythian Journal, Indianapolis, Ind. 
LABOR UNIONS. 
Carpenter, Philadelphia, Pa. 
LADIES’ WEAR. 
Apparel Gazette, Chicago, IIL. 
LAW. 
National Reporter Sy stem, St. Paul, Minn. 
LEATHER. 
Wool and Hide Shipper, Chicago, Ill. 
LIQUORS. 
Bonfort’s Wine and Spirit Circular, New 
York City. 
LITERARY REVIEW. 
6é ona.” Phila., Pa. The $1 Review. 
































LITHOGRAPHY. 
Lithographic Art Journal, New York City. 
LITHUANIAN. 

Garsas, Shenandoah, Pa 
LIVE STOCK. 

American Swineherd, Chicago, lil. 

LUMBER. 

Northwestern Lumberman, Chicago, Il. 
MACHINERY. 

American Machinist, New York City. 

MARITIME. 


Lewis & Dryden’s Railway and 
Gazette, Portland, Ore. 
MATRIMONIAL. 
Climax, Chicago, lil. 
MECHANICS. 
Power, New York City. ; 
MEDICINE. 
EONARD’S ILLUSTRATED MEDICAL JOUR- 
4 NAL, Detroit, Mic h. Cc irculatio 1 over 10,000. 


MERC: {NTILE PURSUITS. 
Business, New York City. 
METALS. 
Scientific American, New York City. 
MICROSCOPY. 


nn Microscopical Journal, Washing- 
mn, 








Marine 
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MILLING. 

Roller Mill, Buffalo, N. Y. 
MINERALOGY. 

Minerals, New York City. 

MINING. 


Engineering and Mining Journal, New 


York City. 


MISCELLANEOUS. 

Trained Nurse, New York City. 
MUSIC AND DRAMA. 

Drama‘ic Times, New York City. 

NAVY. 
Confederate Veteran, Nashville, Tenn. 
NEGRO (AFRO-AMERICAN). 
Freeman, Indianapolis, Ind. 
NEWSPAPERS. 


Newsdealers’, yaaa and Stationers’ 
Bulletin, New York Cit 


NORWEGIAN. 


Amerika, Chicago, Til. , 
. NOTIONS. 


an, Pane Goods and Notions, New 
York Cit 











NUMISMA TICS. 


American Journal of Numismatics, 
ton, Mass. 





Bos- 


FELLOWSHIP. 
Odd Fellow Review, St. 


ODD 
Northwestern 


‘Paul, Minn. 


OOLOG Y. 


Oologist, Albion, N. Y. 


OPT Ics. 


Optician and Jeweler, New York City. 
ORNITHOLOGY. 


Ornithologist and Oologist, 
Mass. 





Hyde Park, 


PAINTS AND PAINTING. 
Painters’ Journal, Baltimore, Md. 
PAPER. 
Paper World, Springfield, Mass. 
PASTRY. 
Confectioner and Baker, Chicago, Ill. 
PATENTS. 
Scientific American, New York City. 
PATRONS OF HUSBANDRY. 
American Grange Bulletin, Cincinnati,Ohio, 
PATRONS OF INDUSTRY. 
ichigan Patrons’ Guide, St. Louis, Mich. 
PENMANSHIP. 
Western Penman, Cedar Rapids, Iowa. 
PERFUMERY. 
American Soap Journal and Perfume Ga- 
zette, Chicago, Il) 
PERIODICALS. 
Newsdealers’, Publishers’ and Stationers’ 
Bulletin, New York Cit 
PHARMACY. 
Pharmaceutical Journal, Detroit, Mich. 


PHILATELY. 
Philatelic Journal of - America, St. Louis, 
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PHOTOGRAPHY. 
Developer, New York City. 
PLUMBING. 
Plumbers’ Trade Journal, New York City . 
POLISH. 
Ameryka, Toledo, Ohio. 
PORTUGUESE. 
O Novo Brazil, New York City. 
POSTAL. 
— S. Official Postal Guide, Philadelphia, 


POULTRY. 
Farm Poultry, Boston, Mass. 
PRINTING. 
Inland Printer, Chicago, Ill. 
PROHIBITION. 
Beacon, Springfield, Ohio. 
PROVISIONS. 
National Provisioner, New York City. 
RAILROADS. 








RAILWAY EMPLOYEES. 
' Trainmen’s Journal, Galesburg, 





REAL ESTATE. 


om Estate and Building Journal, Chicago, 





RELIGION. 
Advanced Quarterly, Philadelphia, Pa. 
ROAD MAKING. 
Good Roads, New York City. 
ROYAL ARCANUM. 
Royal Arcanum Journal, Wooster, Ohio. 
RUSSIAN. 
Amerikansky Russky Viestnik, Mahanoy 
City, Pa. 





SANITATION. 
Dr. Foote’s Health Monthly, New York City. 
SCIENCE. 
Scientific American, New York City. 
SEA FOOD. 
Fishing Gazette, New York City. 
SEWING MACHINES. 
Sewing Machine Advance, Chicago, Ill. 
‘SHOES. 
Boot and Shoe Recorder, Boston, Mass. 
SHORTHAND. 
Phonographic World, New York City. 


SILKS. 
Silk Herald of America, Paterson, N. J. 
SCANDINAVIAN. 


Skandinaven, Chicago, Ill. 














SLAVONIC. 
Amerikansko Slovenske Noviny, Pitts- 
burgh, Pa. cneieliietliaenie 
SOAP. 


American Soap Journal, Chicago, Ill. 
SOCIALISM. 
Die Flacke, Chicago, I. 
SOCIAL GAMES. 
American Checker Review, Chicago, Ill. 
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SOCIETIES (MISCELLANEOUS). 
Michigan Maccabee, Port Huron, Mich, 
SONS OF VETERANS. 


Sons of Veterans’ National Reveille, Chi- 
cago, Ill. 


SPANISH. 
Spanish-American Trade Journal, St. Louis, 
Mo. 


SPORTING. 
National Police Gazette, New York City. 
STATIONERY. 


Newsdealers’, ——— and Stationers’ 
Bulletin, New York Cit 


STREET Fi IL WAYS. 
Street Railway Review, Chicago, IIL. 
SUNDAY SCHOOL. 


TINDAY SCHOOL ADVANCE (interdenomina- 
tional), Lyons, Mich. 


SURGERY. 
American Medico-Surgical Bulletin, New 
York City. 


S| 


SWEDISH. 
Svenska Amerikanska Posten, Minneap- 
olis, Minn. 





TAILORING. 
Tailor, New York City. 
TA NNING 
Wool and Hide Shipper, iatonen Ill. 
TELEGRAPAY. 
Journal of the Telegraph, New York City. 
TEMPERANCE. 
Union Signal, Chicago, Ill. 
TEXTILE. 
Textile Manufacturing World, Boston, 
Mass. 














TOBACCO. 
\ ESTERN TOBACCO JOURNAL, Cincinnat. 


TRUNKS. 


Trunk and Leather Novelties Review 
Philadelphia, Pa. 


UNDERTAKING. 


Western Undertaker, Chicago, li. 
UPHOLSTERY. 


American Supe and Upholstery Trade, 
New York City 





VOLAPUK. 

Volaspodel, New York City. 
WATCHMAKING. 
Optician and Jeweler, New York City. 
WELCH. 
Y Drych, Utica, N | A 
“WIN FE. 
ey td 's 's Wine and Spirit Circular, New 
York Cit 








womans RELIEF CORPS. 
Grand Army Advocate and Woman’s Re- 
lief Corps Magazine, Des Moines, Iowa, 
WOMAN SUFFRAGE. 
Woman’s Tribune, Washington, D.C. 
YOUNG MEN'S CHRISTIAN ASSOCIA- 
TION. 


Young Men’s Era, Chicago, Ill. 
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Only ONE Left. 




















PAGE, half page or quarter page adver- 


tisement contracted for to appear once 


a month in Printers’ Ink for the year 1895 








will be inserted FREE in the one remaining 
issue of 1894, and also in the American News- 





paper Directory for 1895—in the best obtain- 





able position. 


PRINTERS’ INK, 10 Spruce St., New York. 


Dec. 19, 1894. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS, 


tr Issued every Wednesday. 
Price: Two Dollars a year. Five Cents a copy ; 
Three Dollarsa hundred. No back numbers. 
te New —— r eg meng be who desire to sub- 
mM. «. for PRINTERS’ INK for the benefit of their 
advertising patrons can obtain special terms on 
ar 


Subscription 


# Being printed from plates, it is always 
possible to ya a new edition of five hundred 
copies for $25, or a larger number at five dol- 
lars a hundred. 

tar If any person who has not paid for it is 
receiving PRINTERS’ INK, it is because some one 
has subseribed in his name. Every paper is 
stopped at the expiration of the time Saha or. 
te CIRCULATION: A detailed statement of 
the number of copies printed of every issue of 
Printers’ INK for a full year, prepared to be 
ylaced on fie with the editor of the American 
Newspaper Directory, so that the ‘circulation 
may be ey rated in the issue of that book 
for 1895, shows that the actual average issue for 
the last year was 17,768 ne og for the last six 
months, 19,875 copies ; for the last three months, 
21,223 and for the last four weeks, 22,250 copies. 


_ Orncss: No. 10 Spruce STREET. 


NEW YORK, DEC. 








19, 1894. 





IF you fail to advertise you fail. 


AN advertising contract—Reducing 
the space. 


CHRISTMAS literature—The holiday 
advertisements. 





WHEN in doubt where to advertise 
use the daily papers. 


PEOPLE often judge your stock by 
the quality of your ads. 


ADVERTISING is like a carriage—its 
progress is impeded by getting into a 
rut. 





SHELF-WORN goods cannot be found 
in the store of a wide-awake adver- 
tiser. 





THE shrewd merchant and the wise 
farmer, before looking for a crop, 
thoroughly cultivate the field. 





A GREAT many persons will read a 
short story who have not time to read 
along one. Same way with an ad. 





WHEN holiday buyers reach out for 
suggestions be sure that they do not 
need to reach far in order to grasp 
yours. 





DIFFERENT persons read the same 
thing in a different manner ; hence the 
necessity of presenting the same sub- 
ject in different ways to convince dif- 
ferent minds. 
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A NEWSPAPER ad costs less than 
circulars and postage, is less trouble 
to circulate, and is quite as sure of 
being read. 





A UNIFORM pound rate of postage 
on printed matter within flexible cov- 
ers is the only equitable solution of the 
second-class postage puzzle. 


MANY a man has failed while wait- 
ing for experience to teach him how 
to advertise judiciously. Moral: Ex- 
perts may come high, but we must 
have ’em. 





NAILs driven but half way do not 
fulfil an intent. Half-hearted blows 
in advertising are as futile. Concen- 
trated applications alone create im- 
pressions. 





THE sun is represented as being 
g0,000,000 miles distant from the 
earth ; in fact, about as far away as 
success is from the non-advertising 
merchant. 


A MAN should advertise as he would 
court a maiden—boldly and auda- 
ciously, yet judiciously and honestly, 
without too much stringency in the 
matter of expense. 





Ir merchants would stop long 
enough to think before speaking 
through the advertising columns, there 
would be fewer failures and more be- 
lievers in advertising. 





OnE of the chief purposes of design 
in advertising is to secure the atten- 
tion of the reader. Novelty of design 
is worthy of consideration, for what 
is new claims attention at once. 





BusINEsS is like checkers—a game 
in which victory is to the player most 
skilled in the intricacies of proper 
‘*moves.’’ And the proper ‘‘move”’ 
for the business man is to advertise. 





THE further away from the location 
of a business its advertising is intend- 
ed to have effectiveness, the more 
persuasive and trustworthy its appear- 
ance must be. The reputation of a 
business in its own locality is always 
to some extent dependent on personal 
knowledge and direct observation. 
At a distance its advertising has to in- 
troduce it, vouch for it, as well as sell 
for it. 
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ADVERTISING, is like electricity—a 
great motive power which is becom- 
ing more valuable as its intrinsic 
merits are discovered, and as men 
learn how to use it to the best advan- 
tage. 





publishes at the head of its page the 
somewhat remarkable statement that 
“it is the only daily paper in the 
world published at $1.00 a year, by 
mail, postage prepaid.’’ 





Dress doesn’t make the ad any 
more than it makes the man ; but all 
the same it has considerable to do 
with making a favorable impression 
for both, and favorable impressions 
have considerable to do with bringing 
success to both. 





MERCHANTs should bear in mind 
that ‘‘selling goods below cost’’ is 
unprofitable in more ways than one. 
Most people think you’re lying and 
trade elsewhere ; while those who be- 
lieve you will stay away because they 
don’t like to trade with a fool ! 





A DENTIST could probably drive 
home the filling in a tooth with a 
single blow from a large hammer, but 
he does a better job and the job lasts 
longer, by using a small hammer and 
repeating the blows. The same prin- 
ciple holds good in advertising. 


BEFORE writing to the publishers of 
this journal to ascertain the name of 
some firm which deals ina certain line 
of goods, our friends should examine 
the advertisements in PRINTERS’ INK, 
where the information they desire will 
in many cases be found. 


IT is only where newspaper advertis- 
ing flourishes that other forms of ad- 
vertising are largely indulged in. The 
amount of money spent in sign, fence 
or circular advertising bears about the 
same proportion to newspaper adver- 
tising in one country as in another. 





A POUND rate on printed matter, to 
be paid for in bulk, is a boon to every- 
body. For one thing it saves the la- 
bor of affixing and canceling stamps. 
The attempt, however, to classify 
printed matter more closely than can 
be done by looking at and weighing it 
is found in practice to result in numer- 


ous ills, 
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THE man who uses the same good 
judgment about advertising that he 
employs concerning other items of 
business, chooses the very best adver- 
tising journals and makes his invest- 
ment with the same degree of safety 
as the farmer who sows and reaps. 


THE sun seems small only by con- 
trast with terrestrial objects, yet fur- 
nishes light, heat and food to the 
earth and holds it in space. A hand- 
ful of type is nothing in itself. When 
set in an intelligent description of an 
article of merit, it has paved many a 
road to fortune. 











In view of the large number of 
American advertisers who are now 
seeking publicity for their goods in 
Britain and Europe, one would believe 
that some of the British newspapers 
would find it to their advantage to in- 
troduce themselves to the American 
advertising kings through the medium 
of PRINTERS’ INK. 





THE pound rate of postage on flexi- 
ble printed matter should be uniform. 
Just what rate is demanded does not 
much matter. A rate of four times 
that now collected for second-class 
postage would elevate the average 
character of publications mailed, and 
result in benefit rather than injury to 
the most valuable periodicals. 





MR. Boyce, a Chicago publisher, 
has issued a very pretty book of fish 
stories about the circulation of his 
paper. Speaking of these, Mr. Byron 
Andrews, in the National Advertiser, 
gravely asserts: ‘‘If Baron Mun- 
chausen were alive and could read 
them, there is no doubt but that he 
would bury his head in shame.”’ 





THE law forbidding the selling of a 
newspaper at a nominal subscription 
price is a bad one in the beginning and 
a dead letter in the end. Daily papers 
are now issued for a dollar a year, and 
the New York weekly 77idune is sold 
to clubs, under conditions, at 25 cents 
ayear. A respectable list of weekly 
papers issued at To cents a year already 
exists. Try to obtain a Post-Office De- 
partment ruling on what constitutes a 
nominal rate and the attempt will be 
a failure. If anybody wants to give 
away a good paper, why should he not 
be permitted to doso? , 
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THERE is more education to be 
gleaned from a good seed catalogue 
than from the average story paper. 
Such catalogues are mailed by the ton, 
and no class of publications is issued 
that is more effective in stimulating 
letter-writing, and the postage upon 
letters pays a handsome profit to the 
Post-Office Department. 





THERE is a good deal of significance 
in the following advertisement, which 
appeared recently in the personal col- 
umns of the New York Herald: 


ANTED—To know the address of one 
who sells umbrella supplies. Address 


P. BROWN, 1402 Green St., Augusta, Ga. _ 

Mr. Brown is one of many intelli- 
gent men recognizing the fact that 
almost anything, and information in 
regard to almost anything, is obtain- 
able by advertising for it. 








On Sunday, the gth inst., the New 
York Press celebrated the anniversary 
of its seventh birthday by issuing an 
edition of 72 pages, containing over 
260 columns of business announce- 
ments. A remarkable feature of the 
number was the 12-page advertise- 
ment of Ludwig Baumann & Co., 
which, according to Mr. Philip Rit- 
ter, the advertising manager of the 
Press, is the largest mercantile adver- 
tisement ever printed in any issue of 
any newspaper in the United States, 
or any other country. It is mighty 
lucky for the Press and Messrs. Lud- 
wig Baumann & Co. as well, that the 
post-office people did not see that big 
paper with its unparalleled ad. 





THE publishers of PRINTERS’ INK 
recently presented a ‘‘dummy’’ copy 
of a proposed special number for in- 
spection and approval at the New 
York Post-Office and it was approved. 
This inspection and approval was 
by Mr. James Gayler, who for nearly 
twenty years has been the authority 
on such matters in the New York 
Post-Office. Ata later day, by order 
of the Post-Office Department at 
Washington, for assigned reasons that 
did not apparently have any applica- 
tion whatever to the case, that par- 
ticular issue of PRINTERS’ INK was 


excluded from the mails and its pub- 
lishers were cautioned that to again be 
guilty of a similar irregularity would 
jeopard the right of the ordinary 
issues of PRINTERS’ INK to be carried 
in the mails as second-class matter. 





PRINTERS’ INK. 





The publishers thereupon addressed 
the Department, asking to be told in 
what the irregularity complained of 
had consisted, and in what way it 
would be possible in future to learn in 
advance what would and would not 
be deemed an irregularity. To the 
first letter of inquiry on this point the 
Department did not respond. To a 
second letter there came a reply, civil, 
kindly and polite, but containing no 
word that could be construed as an 
answer to the question. A third let- 
ter was finally addressed to the De- 
partment, begging that, in the face of 
the warning not to be guilty of fur- 
ther irregularities, some way might be 
pointed out by which it would be pos- 
sible to avoid departmental censure, 
since it had been shown that our New 
York Post-Office was not considered 
competent to deal with such ques- 
tions. To that third letter, at the 
time of the present writing, no reply 
whatever has been received. How is 
this for a state of things? 





Mr. E. F. Baum, formerly one of 
the proprietors of the Harrisburg 
(Pa.) Cad/, has opened offices in the 
Pulitzer Building, New York, where he 
will act as the representative of a select 
list of thirty Pennsylvania papers. If 
Mr. Baum’s enterprise meets with the 
encouragement it seems reasonable to 
expect, it will not be long before se- 
lected newspapers in many other 
States will be represented here. Sev- 
eral Indiana publishers have for a 
year or more made trial of the plan, 
employing Mr. Frank S. Gray as their 
agent, and he is thought to have been 
moderately successful in his efforts to 
serve them acceptably. 


WHAT WOULD MARY SAY? 


Mary had a little lamb, 
Its fleece was white as snow, 





Until the ad-man came that way 
And shortly left it so, 
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LEGAL ADVERTISING ON SUN- 
DAYS 


“ Tue SIGNAL,” . 
A live Sunday Paper, Published for 
West Troy by the 
SiGNAL PusiisHinc Company, 
. Williams, Manager. 
Est Troy, N. Y., Dec. 7, 1894. 
Editor of Printers’ Ink: 

The question has been raised here regard- 
ing the legality of legal notices, fore- 
closures, ona. Citations, etc., ublished in 
Sunday papers. Will Printers’ Ink define 
the position of Sunday pon in regard to 
lega. ee and oblige, 

ery respectfully, 
J. E. Wituiams, Mgr. 

According to Mr. Philip Carpenter 
(the well-known lawyer, of the Potter 
Building, New York, who was ap- 
pealed to by PRINTERS’ INK for an 
opinion on this matter), chapter 622, of 
the laws of 1892, provides that ‘all 
service of legal process of any kind 
whatever ’’ on Sunday is prohibited 
and ‘‘is absolutely void for any and 
every purpose whatsoever.’’ The pub- 
lication of summonses, citations, fore- 
closure notices, ‘etc., said Mr. Car- 
penter, is a species of service of legal 
process, and has no legal effect what- 
ever when made on Sunday. If, how- 
ever, any one should be foolish enough 
to order announcements of that char- 
acter in the West Troy Signa/, or any 
other Sunday paper, the publisher 
could compel payment therefor. The 
statute (laws of 1871, ch. 702) provides 
that ‘‘all contracts or agreements of 
any nature made with the publishers ’”’ 
of a Sunday paper ‘‘shall be as valid, 
legal and binding as contracts made 
with newspapers published any other 
day.”’ 


—_ ~~ 

HANDLING HIM WITHOUT GLOVES, 

BROOKLYN, Dec. 10, 1894. 
Editor of Printers’ Inx: 

Here are a couple of “ bong-moes” from 
the Chariton (Mo.) Courier. The editor of 
the Arizona Xicker has a worthy rival, 
indeed : 

“It is entirely natural for a jackass to bray. 
The editor of the Keytesville Signa is recog- 
nized both by his ‘‘ voice’ and the length of 
his ears. His braying can do harm, but he 
should be restrained from running at large, 
as there is a stock law in full force and effect 
in this county. 

“We have not only publicly charged Chas. 
G. Singleton, the dirty, mangy, drunken 
editor of the Signa/, with being a liar, but 
have proved it. fis case is now in the hands 
of a very much disinterested and disgusted 
public, and it can deal with the gentleman (?) 
as it sees fit. As for the Courier, we decline 
to take any further notice of or further offend 
our readers or further disgrace the columns 
of this paper by ever again alluding to a 
man (?) of as small calles and of as low 
degree as Chas. G. Singleton.” 

Bert M. Mosss. 


INK. 


HE WANTS TO KNOW. 


Wooster, Ohio, Dec. 4, 1894. 
Editor of Printers’ Ink: 

Certain means produce certain results. In 
advertising, the means as planned by the ad- 
vertiser are often countermanded by circum- 
stances over which he has nocontrol. Not- 
withstanding this fact, we can pretty accu- 
rately determine the results from certain 
means. A worthy article judiciously adver- 
tised brings good results. All advertisers be- 
lieve this. But it seems to me that this con- 
clusion is too general for the student of ad- 
vertising. Is it not susceptible of further anal- 
ysis? To make myself plain, let us consider 
this example: 

Brown is the author of a new book and in 
order to introduce it to the public he expends 
$500 in newspaper advertising, offering to 
mail a copy of the book directly to customers 
for, say, B. Now, a number of questions 
may be asked. Supposing the book to be a 
fairly good one, ae advertising to have 
been , judiciously, about how much 
money should he reasonably expect to receive 
in return for the book? If the advertising 
was all done at one time, should he receive 
$250 Worth of orders, say within three weeks, 
and rely on the influence of these customers 
to make up the balance? After the three 
weeks the orders would rapidly fall off, and 
only stray ones would come in at the end of 
a month or six weeks, which were influenced 
directly by the advertisements. How many 
dollars’worth of orders oughtBrown to receive 
in order to be reasonably convinced that his 
book and method of advertising would suc- 
ceed, if continued? This question, I claim, 
can be pretty accurately answered by those 
who have had experience on an extensive 
scale, and it is a general analysis of these 
results that I am particularly after. Sup- 
posing Brown to be totally ignorant as to the 
probable return, he might give up in despair 
with a return of $600 in orders, and yet an 
advertising expert might consider this ex- 
ceedingly good, and he might go on and make 
a fortune out of that book. Should the results 
be above or below the expenditure? This can 
be fairly accurately answered by “‘ yes”’ or 
“no.” Which is it? If Brown did not receive 
a single order, thc means could very reason- 
ably be pronounced a failurc, and it would 
not require an expert to come to this accurate 
conclusion. If he received $3,000 worth of 
orders within three weeks he could reasonabl 
hope to make a fortune by continuing to - 
vertise, about the same means prevailing. 
Such successes, however, are very rare, and 
in giving a general answer as to how much 
Brown should expect from his $500 advertise- 
ment they cannot be considered. 

As to results, direct or indirect, we are all 
at sea and can say but little about it, and yet 
the law of average enables us to name certain 
general results. 

Again, if Brown received $300 worth of 
orders on a $500investment, how much would 
he likely receive on a $5,000 investment ? 
Would the result be better, and if so, how 
much? To be sure, we cannot definitely say 
in any particular case whether it would or 
not, but experience can say, ‘‘ the probability 
is that the returns would exceed the expendi- 
tures 25 per cent.” In other words, would 
the income be more likely to exceed the ex- 

nditures in a $5,000 investment than in a 

500 investment? Granting, of course, the 
means are proportionally the same. A 
thorough knowledge of the results of adver- 
deine, tl claim, will enable one not only to 
answer this by “‘yes”’ or “no,” but to give 
the per cent of increase. Such answer, of 
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course, would be very general, and would be 
based, not on a single case, nor a hundred, 
but it would be baent upon the average re- 
turns from thousands of cases. 

It seems to me that inexperienced adver- 
tisers need about as much teaching in this 
line as in any other. 

Will the Editor or some expert please 
answer the above questions ? 

Respectfully, GIDEON BIxLer. 


—_+o+—_— 
AN OHIO MAN'S METHODS. 
CLEVELAND, O., Dec. 10, 1894. 
Editor of Printers’ Ink: 

Dear Sir—During a long, and what is all- 
important, a successful business career, ad- 
vertising has been an important factor with 
us. Being interested in several enterprises 
~~ us ina position to assert that advertis- 

ng and * hon gw everlastingly at it’’ pays. 

e style first adopted by us was somew at 
after the following, and, though somewhat 
stuck on our style, we are open to advice and 
suggestions toward improvements. The ball 
was started with a coal ad: 


OAL was discovered at Richmond, Va., 

in 1750. This coal was used at West- 

ham, on the James river, to make shot and 
shell during the War of Independence. 


Plenty of “white” was used and no dis- 
play except the first word and name and 
address. 

The next was used in the hardware trade: 


I Northern Siberia the ground freezes to 
the depth of 660 feet,and thaws to the 
extent of three feet in the summer. Weather 
Strip won’t keep the frost and cold out of the 
ground but it will keepit out of your house, 
save coal, doctor and undertaker bills, etc. 














Then the name and address, as before. 
The third explains itse 
IOLENT DEATHS! Out of every 
1,000 deaths in the United States forty- 
one are violent. Are you insured ? 





The address in all cases is not so ‘large as 
to attract attention from the matter above it. 
Everybody thirsts for knowledge; hence, 
bits of iteemation turned into an ad stand 
good chances of being read and digested by 
the thousands who are so tired of seeing 
those old stereotyped expressions: “* Coal! 
Coal! Coal! Go A? ing Oldtimer for Coal.” 
Or “Dry Goods! Go to Calico, Alpaca & 
Co. for Dry Goods.”” Thanks to the. atent 
insides of the weekly papers and “ Useful 
Information ’’ columns, copy could be found 
at all times on any subject and with the addi- 
tion of a few words made into a good local 
orad. The duller the season the oftener the 
matter was changed. The papers used were 
always the clean, high-class paper; the pa- 
per employing men, not boys, to set their 
ads, and never in the “gutter” or sensa- 
tional paper. The readers of the latter class 
of literature are too much interested in the 
filth and rot to be found in its columns to 
bother reading ads ; except, probably, saloon 
ads, and we are not in that business. An- 
other class well to: leave alone is the free 
puff paper. We never did and never will put 
an ad in a paper whose editorial columns are 
used to puff an advertiser; and, more than 
that, would not subscribe or "waste time read- 
ef one of that class. 

No exaggeration and but little display” 
is one of our mottoes. 

We have often used ads from your “‘School- 
master” and have had good returns from 
them. Yours truly, J. McM. 


PRINTERS’ 





INK. 


A FOOL AD. 
“THE aeevtetane HERALD,” 
Van Buskirk, Prop’r. 
MonTIcELLo, Ind., Dec. 7, 1894. 
Editor of Printers’ INK: 
What do you think of the inclosed ad from 





By REQuEstT 


Of my fellow citizens, I foolishly retire 
from my present position and very fool- 
ishly open my fool store just opposite 
our new court house, to acknowl- 
edge I am a fool to foolishly sell bug- 
a and harness goods at the present 
ool prices, but I have again knocked 


off another $5 on all my buggies. So 
that now you can buy a buggy for even 
less than what would have been cost 


price last spring. 

Charles Lamb orce wrote that he 
would give a trifle to know, historically 
and authentically, who was the greatest 
fool that ever lived. 

THIS WAY, CHARLEY, IF YOU PLEASE ! 

I will advertise this way until I find 
“*de bait is wuf mo’ ’an the fish, den 
I stop fishin’.” 

Come and see my fool prices on the 
most complete line of buggies in town. 

L. G. GusTAavEL, 
Wholesale and Retail. 
a Monticello harness dealer for originality 
and effectiveness ? 











J. B. Van Buskirk. 


i eee 
“THE CRITIC'S” CRITICISM. 
“THE Critic.” } 
. B. Gilder, President. | 
. L. Gilder, Treas. and Sec. { 
New York, Dec. 10, 1894. } 
Editor of PRinTERS’ INK: 

We observe in your issue of December 5 
Mr. Joel Benton’s statement that The Critic's 

“circulation reaches the goodly sum of 
4,000."’ It is years since the circulation of 
The Critic averaged as few as 4,000 copies. 
For the past ten weeks its average circulation 
has been 6,750 copies. For the first eleven 
months of 1894 our subscription receipts have 
shown a gain of 20 per cent over the corre- 
sponding period of 1893. 

As Mr. Benton’s other remarks about the 
paper were complimentary, we cannot believe 
that the one to \."::ch we take exception was 

meant to be injurious. We rely, therefore, 
upon your giving such publicity to this cor- 
rection as you have given to the statement it 
refers to. Very truly yours, 

J. B. & J. L. Gitper. 


——_——o>—___—_ 
A THANKSGIVING AD. 
HE ENA, Mont., Nov. 30, 1894. 
Editor of Printers’ Ink: 
The following appeared in the window of a 
live market mar in this city the day before 
Thanksgiving : 





BE THANKFUL 
THAT 
TURKEYS 
ARE 
15 CENTS A POUND. 








He closed out his entire stock. Less ag- 
gressive market men have = on hand. 
W. R. Conner, 
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COUGH AND COFFIN. 
“Tue Crow.ey SIGNAL.” 
W. W. Duson, Editor and Prop’r. 
L. S. Scott, Publisher. 
Crow ey, La., Nov. 27, 1894. 
Editor of Printers’ Ink: 
I herewith inclose an ad from one of my 
exchanges : 


@ YOU DON°’T WANT TO BE ¢ 
** DEAD IN IT.” 


Your severe fit of 








stopped at once by 
HOWELL’S COUGH BALM. 
FOR SALE BY 
- ROTH DRUGCO. - 


While it doubtless attracts attention, it is 
questionable with me whether or not it will 
sell the goods. Would be pleased to have 
your opinion. L. S. Scorr. 





SELL FOR CASH. 
New York, Dec. 6, 1894. 
Editor of PRinTERs’ INK: 

Perhaps you, can throw some light on this 
subject, which is of considerable interest to 
advertisers. I get answers to my ads in trade 
journals, but a very large ome of such 
answers are from people who do not seem en- 
titled to credit ; that is, they are not rated by 
Bradstreet or Dun, 

The question arises why large houses with 
ample capital do not oftener, in response to 
advertisements, send for catalogues and 
prices ? INQUIRER. 

Large houses are comparatively few 
and are sought out and supplied with 
catalogues ; but there are lots of little 
fellows, and there is profit in their 
trade if you word your ad aright and 
demand a check with the order.—[Ed. 
PRINTERS’ INK. 

.~<—————— 
A HOT WEATHER AD, 
CLEVELAND, O., Dec. 10, 1894. 
Editor of Printers’ Ink: 

I inclose a copy of an ad which appeared 
in the Fairmount West Virginian, under 
date of November 23. It’s a five-inch single- 
column ad, and would like your idea of its 
value to the advertiser and the value of harm 
it will do to the editor of the West Virgin- 
tan, who, were he wide-awake, would en- 
deavor to have the ad changed, even if snow 
isn’t over a foot deep in West Virginia: 


~ “HOT WEATHER COMFORTS! _ 
Screen Windows, Screen Doors, Ice Cream 
Freezers, Oil Stoves,”’ etc. 





Not a word about snow shovels, lanterns, 
or anything else except ‘‘ Hot Weather Com- 
forts.” Guess he don’t keep them. 

W. J. McManon. 
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IMPORTANT NEWSPAPER CHANGE. 
New York, Dec. 8, 1894. 
Editor of Printers’ Ink: 


I am in receipt of a telegram, under date of 
December 7, from Mr. Tos. D. Hoge, Jr., 
Business Manager of the Seattle Post-intelli- 
gencer, which reads: 

“Saturday will be the last issue of the 
Telegraph, as we are now in full possession.” 

This refers to the suspension of the Seattle 
Morning Telegraph, a paper that has been 
in existence since August, 1891. The Post- 
Intelligencer now occupies the morning field 
alone. The United Press franchise, for- 
merly controlled by the 7elegraph, as well as 
the plant used by that paper, omes the 

roperty of the Seattle Post-Intelligencer 

ublishing Company, which, in addition to 
its present excellent equipment, gives it the 
largest and most complete newspaper plant 
north of San Francisco. 

C. A. HuGues, Eastern Manager. 
Seattle Post-Intelligencer, 
Daily, Sunday, Weekly. 
’ SHOES ILLUMINATED. 
New York, Dec. 11, 1894. 

Editor of Printers’ Ink: 

The following sign, displayed by a Bow- 
ery tonsorial artist, has many glances turned 
toward it by passers-by: 





PROF, SULLIVAN, 
Tue Wor.p's Fair 
CHAMPION 
—Go.iv Mevar— 
SHOE BLACK, 

Ow View Insive. 

Shoes Artistically Iluminated. 
5c. 














AN ADVERTISER’S BUMP OF SELF- 
ESTEEM, 

CLEVELAND, O., Dec. 10, 1894. 
Editor of Printers’ Ink: 

What think you of the bump of self-esteem 
this advertiser carries around? Methinks 
the bump is a hole, and a deep hole at that. 
This appeared in the Cleveland Leader of 
the 4th inst. : 





OR SALE.—One very handsome gray 

pacer with 2:30 speed; he is a perfect 
gentleman’s road horse; owner having no 
use for him 





W. J. McManon. 


- 
A HOME INDORSEMENT, 
Lakeport, N. H., Dec. 7, 1894. 
Editor of Printers’ Ink: 

In the last issue of Printers’ INK there 
appeared a short editorial mention that 
strikes the nail squarely on the head in more 
ways than one. I mean the paragraph in 
regard to United States Senator William E. 
Chandler, from New Hampshire. Mr. 
Chandler is not only one of the cleverest of 
politicians, but he is one of the coolest busi- 
ness men that can be found from Maine to 
California. He has a peculiar way of getting 
right down to the point in all matters great 
or small, SHAW. 
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A COBBLER’S SIGN. 
“THe Druaoists’ Circucar,” f 
New York, Dec. 8, 1894. 
Editor of Printers’ Ink: 


How is this for a cobbler’s sign? 





SHOES HALF-SOLED 
AT 
BOTTOM PRICES, 





PRINTERS’ INK. 





It is not copy-righted. 
Francis B, Hays. 


—_ +o, —---- 
THE ‘RELIGIOUS HERALD.” 
Editor of Printers’ Ink: 


[Svate or Vircinia, 


' . 
Crry or Ricumonp, ¢ T° Wit: 


This day personally appeared before me in 
my ag aforesaid, W. H. Sadler, bookkeeper 
of the 


eligious Herald Company, publishers 
of the Religious Herald, and Ean to me 
to be such, and made oath that the circula- 
tion of the Religious Herald on this day is 
seven thousand five hundred. 
Given under my hand this 17th day of 
November, 1894. 
m. Ettyson, Notary Public. 
72. 





WHAT ‘PRINTERS’ INK” DID 
, Ohio, Dec. 6, 1894. 
Editor of Printers’ Ink: 

Dear Sir—Accept thanks for the remit- 
tance I received this morning. It was a very 
liberal one, considering the matter it was in 
payment for. I inclose a brief article, which 
may give you an idea if it is not available in 
its present shape. If you do not use do not 
trouble to return it. 

I have a very warm feeling for Printers’ 
INk, as it was answering an ad in it that 
made sae an editor instead of a farmer. 

Yours, very truly. 














— 


AN EXCELLENT PLAN. 
Marion, Ind., Dec. 7, 1894. 
Editor of Printers’ Ink: 

We mail you samples showing an idea 
which wecarry out each day. In every issue 
of our poe we have a clipping from your 
editorial column giving some point for ad- 
vertisers. It has proved most beneficial and 
is creating quite an interest. At what rate 
could you make us, say, 25 or 50 copies of 
Printers’ Ink for sending to our advertisers? 

Yours p= f Houck & WESTLAKE, 
Pubs. Daily and Weekly Leader. 

a . 
PRAISE FROM SIR HUBERT. 
PuILapEcpuia, Dec. 6, 1894. 
L£ditor of Printers’ Ink: 

We are in receipt of the November 28 or 
Year Book issue of Printers’ INK. We con- 
gratulate you both on the enterprise and the 
success which has come asa result of that 
coneeion, as shown by the copy now before 
us. Very truly, 

Re icious Press AssociaTION, 
w. oberts. 





+o 

IF you have something that I want, 
Stored away within your cellar, 

And if you want to the stuff, 


Why don’t you te] a feller? 


Hey? 








THE ETHICS OF ADVERTISING. 
By R. G. Ray. 


I. 

In my last paper I gave some examples of 
magazine advertising as that art was prac- 
ticed a quarter of a century ago, selecting the 
last number of Putnam as my source of in- 
formation. Harjfer’s Magazine had then 
reached its forty-second volume, the Atlantic 
its twenty-sixth and the Ga/azy its tenth 
volume. One of the most ambitious maga- 
zine advertisers at this period was the Mason 
& Hamlin Organ Company, with a home 
office at No. 154 Tremont st., Boston, and a 
New York office at No. 596 Broadway; they 
had a quarter pagein Harfer’s, Littell’s Liv- 
ing Age, Scribner (for Dec. 1870), and, think 
of it, a colored inset, the size of a full page, 
in the Atlantic (for Nov., 1870). Yes, verily, 
an inset, and in all the colors of the rainbow 
at that! There were no illustrations—no vul- 
gar attempt at pictorial effect, not even a cut 
of one of their famous organs ; nothing but a 
plain, printed page ; but every line of a dif- 
ferent color, and’ in glaring contrast with 
the adjacent lines. As a specimen of typo- 
chromatic printing, that inset was fearfully 
and wonderfully made; it fairly hurt the eyes 
to look upon it, so vivid were the colors and 
so dazzling their combination. First, a line 
of doric pica in ultramarine blue; the next 
line, ‘Mason & Hamlin Organ Co.,”’ in heavy 
three-line gothic primer, of a bright scarlet ; 
then a two-line great primer mural, in cab- 
bage green, to be followed by ‘* Reduction of 
Prices,’’ in rococo two-line pica of a golden 

ellow. Think of the elect | If brother 

rown, of Art in Advertising, should see it 
it would turn his hair white before he had 
reached the bottom of the page. 

Compare that with the refined, chaste and 
artistic combinations of type and color which 
now prevail in that style of chromatic ads 
and we shall find no better or more pointed 
evidence of the wonderful advance in taste 
and feeling which has taken place during the 
last twenty-five years in the scientific art, or 
artistic science, of advertising. 

Let me mention the names of a few of the 
more conspicuous advertisers of that period 
who have survived down to the present time; 
and not only survived, but prospered and be- 
come both rich and famous in the commercial 
and manufacturing world, thanks to judicious 
and fersistent advertising; for, glancing 
over the advertising pages of the old maga- 
zines of nearly a quarter of a century ago 
we shall see some old faces whose smiles still 
great us in the periodicals of to-day, as, for 
example, Colton, the flavoring-extract man, 
of Westfield and New York; Colgate & Co., 
the well-known soap manufacturers (who, in 
those days, had no competitor in Pears’); 
the Travellers’ Insurance Co., of Hartford, 
Conn.; Vick’s Garden Seeds and “Illustrated 
Catalogue,” which in later years developed 
into a popular riodical; Thea-Nectar, 
Pratt's astral oil, Joseph Gillott’s steel pens, 
Marvin & Co.’s safes, the Home Insurance 
Co. of New York, the Gorham Manufactur- 
ing Co., the Mott Iron Works, and (of course) 
Sapolio. These concerns, together with those 
mentioned in my first paper, are about all of 
the magazine advertisers, on a somewhat am- 
bitious scale, who have survived the strikes, 
panics, elections and other vicissitudes of the 
intervening twenty-four years. 

It is curious and interesting (as well as in- 
structive) to watch the gradual evolution and 
development of a large business whose main 
reliance is liberal advertising in mediums of 
the better class. Take, for example, Dr. 











PRINTERS’ INK. 


V. Pierce, of Buffalo, now the president of 
the ‘“* World’s Dispensary and Invalids’ Ho- 
tel” in that city, and one of the ablest and 
most liberal advertisers in the world; but in 
those days (November, 1870) the modest 
practitioner and manufacturer of “Dr. Sage’s 
Catarrh Remedy” exploited in an inch ad i 
Harper's for that month, and in that periodi- 
cal only, as far as I have been able to ascer- 
tain; compare that modest ad, the most 
striking feature of which was the offer of a 
reward of $500 for a case of catarrh that 
could not be cured by that remedy, with the 
ads of Dr. Pierce’s world-renowned institu- 
tion of to-day, and no better proof and illus- 
tration can found anywhere of the won- 
derful power of printers’ ink judiciously, 
adroitly and persistently applied. But even 
then, although occupying only about an inch 
of space, Dr. Pierce’s ad was by far the most 
conspicuous and striking in the whole maga- 
zine on account of its peculiar, noticeable ar- 
rangement, with the black-rule border and 
the face (or part of face) on one side. 

By the way, did Dr. Woodbury, that other 
distinguished advertiser of Dermatological 
fame, borrow his idea of ‘* Who is it’s” face 
from his brother physician’s ad, or vice 
versa? 

When Scribner's Monthly succeeded the 
old Putnam, its business managers (at the 
head of whom was the late Roswell C. Smith, 
who was also one of the largest stockholders 
in the concern) made a vigorous and well- 
timed bid for advertising patronage, at the 
same time lowering the subscription price to 
three dollars a year. All the other leadin 
magazines were four dollars per annum, whic 
Sol abe been the price of the old Putnam, 
and Scribner was the first to reduce the price. 
The rates of advertising were $100 for an in- 
side page ; for pages next the reading matter, 
$200 each ; for the pages next the cover, $150, 
and for half-pages pom quarter-pages, half of 
these rates, with twenty per cent added. 
Wm. J. Carlton & Co. were the advertising 
agents for Scriémer, and invited parties who 
contemplated using the cover for announce- 
ments to call on them and get special rates. 
Special inducements were also offered to pub- 
lishers of new books, who could insert an- 
nouncements of new publications, occupying 
not more than one-eighth of a column (or one- 
sixteenth of a page) for the low price of $10 
each insertion. An examination of the adver- 
tising pages of later numbers of this maga- 
zine, for the years 1871-2-3, shows that nearl 
all the large publishing houses in New York 
and Boston took advantage of this offer, fill- 
ing several pages every month with such an- 
nouncements, so that for the first three or four 
years after its birth, Scrzdner’s Monthly had 
a sort of monopoly on that line of advertising. 
What assisted not a little in building up this 
branch of literary advertising patronage, and 
proved a strong inducement, was the knowl- 
edge that all publications were regularly re- 
viewed and criticised in the ‘Books and 
Authors at Home’”’ department of the maga- 
zine by its able and popular editor, Dr. J. G. 
Holland. 

I have reviewed, in the foregoing, the status 
of magazine advertising as it existed twenty- 
four years ago, because only by a comparison 
of the old with the new, of the effete and obso- 
lete methods with the new and modern aspect 
and manifestations of this science as they now 
exist, shall we be able to trace the develop- 
ment of important laws which dominate the 
whole science and art of advertising, from 
alpha to omega, and which are, within their 
precinct, as specific, certain and immutable, 

ost, as the laws of nature. As to the 
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nature of these laws, their application and 

operation, I hope in a future paper to have 

something both interesting and instructive to 

tell the numerous pupils of the “ Little 

Schoolmaster.”’ . G. Ray. 
a See 

A WISE MAN FROM TORONTO 

SPEAKS. 

Trade papers are clearly a product of the 
tgth century. Mercantile interests and the 
mass of mechanics have so many interests 
which public newspepers cannot represent 
that the trade journal has become indispen- 
sable to them in their callings. A local paper 
seeks first the news of the town and then fills 
its columns with matter which its editor 
thinks may interest the class of readers to 
which he caters. The trade paper is more 
conservative, limiting itself to such subjects 
as directly refer to what it represents. In 
number trade journals are best expressed as 
“ legion,’ while the really good ones are 
scarce. The success of such papers depends 
much on the. reading matter, as those who 
subscribe do so for the knowledge they hope 
to gain. In Scribner's, Century, Harper's 
and other representative monthlies, original 
thatter is published in each, and one could be 
a subscriber to them all and not read the 
same article twice—trade journals should be 
the same if they hope for success. No reader 
wants to subscribe to several such papers and 
find them made-up of articles clipped from 
one anothe1, whether credit is given or not, 
though the latter often prevails in a desire 
to appear original. Should any publisher 
seek a model periodical of class interests 
he isreferred to Prinrers’ Ink. In edit- 
ing and typographical appearance it is 
all that could be desired. Filled with 
originality from beginning to end, it can- 
not but help and inspire its readers with 
the value of advertising. Its motto seems 
“the half has never been told’’ in what it 
seeks to impress upon its readers, and it suc- 
ceeds, as is evident by the large number of 
people it reaches. Through its readers it 
secures advertising patrons, who are not 
slow to see the value of such a medium as a 
means of success to their own business. 

The above should apply to all trade papers. 
By original methods and newsy articles secure 
subscribers, and when these are possessed, 
advertisers are only too eager to take space, 
thereby giving the publisher a joy known 
only to his class. Wo. R. Apams. 


a ene 
A MEDICAL CONUNDRUM. 

Why is it that handsome or even fairly 
good-lookin ople are never sick, and are 
never one S somebody’s patent remedy 
from the most neanene diseases? I am led 
to this question from an attentive study of 
many of the patent medicine faces that now 
form a stock part of the illustrations in al- 
most every daily or weekly paper. Evi- 
dently, it is not only beauty that is vain. 
Ugliness and mediocrity seem to be special 
marks for the arrow of disease. Or is it that 
the beautiful die, and only the plain looking 
and the ordinary are preserved? Cannot 
somebody invent a medicine that will heal 
pubtedlion people, and thus give a new and 
esthetic character to the diurnal illustrations 
which figure and disfigure the columns of so 
many of our contemporaries? Disease is a 
frightful thing, and can often make terrible 
ravages with beauty; but just what havoc 
recovery can make of a countenance one 
scarcely understands until he sees a gallery 
of patent medicine advertisements.—Medicad 
Sentinel. 
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A WOMAN PRESS AGENT. 


All the really progressive persons in the 
United States naturally drift to Colorado, 
and so it is not strange that Denver should 
welcome Miss Belle Archer, the only woman 
who has ever traveled, as advance agent, 
ahead of a theatrical company. 

When asked about her ex 
vance agent, Miss Archer said: 

“You know I was just recovering from a 
severe illness and had not the strength to en- 
dure the fatigue of a dramatic engagement. 
Miss Carrie Turner and I were good friends 
and had been members of the same company. 
When Miss Turner decided to travel as a 
star, it occurred to me it would be a rather 
pleasant thing to secure the position of ad- 
vance agent for her. She liked the idea, but 
her manager was not at first the least bit 
enthusiastic. 

“But, of course, he finally agreed. My 
first city on my tour was Syracuse, N. Y., 
and I did not have a bad time at all. I con- 
fined my attention to the press work. I 
visited all the newspaper offices and met the 
dramatic editors, who proved to be a very 
nice lot of men. 

“The first and about the only drawback to 
my usefulness was the propensity the news- 
paper men had for writing me up instead of 
the star I was representing. I would talk to 
a dramatic editor half an hour and tell him 
all about Miss Turner and her play, ‘ The 
Crust of Society,’ and then he would run my 

icture with a column on ‘ Woman In a New 

phere,’ or something of that sort.”"—Denver 
Times. 


——_+ - —____—_ 
HOW EMBALMERS SHOULD ADVERTISE. 


The question of what is permissible in the 
way of advertising for funeral directors has 
often been discussed at our association meet- 
ings, and the verdict generally reached has 

en that, as a matter of professional ethics, 
they should confine themselves to a mere card 
in the newspapers and an ordinary sign at 
the place of business. 

This is copying the modesty of doctors and 
lawyers, and perhaps the rule is a good one; 
but I have noticed that many funeral direct- 
ors use what seems to me a very objection- 
able method of advertising by fitting up a 
show window and displaying therein acasket 
elaborately trimmed. 4 not only question 
the taste of such a display, but also its utility 
as an advertisement. A coffin is not a pleas- 
ant sight under any circumstances, and in my 
judgment is only displayed to advantage 
when a purchaser is at hand. 

I do not believe a surgeon would extend his 
practice by exhibiting to the public the in- 
struments he uses; nor the doctdr his by 
showing his medicine case or the tapeworms 
and oe Stir he has preserved in alco- 
hol. 

So far as the pure question of ethics is con- 
cerned, it seems to me that a well-worded ad- 
vertisement or a write-up in the reading 
matter of a newspaper, or a neat circular, or 
even a simple sign by the roadside, like this: 
“*Thomas Jones, Embalmer and Funeral Di- 
rector, 124 Main street,’’? should not be 
deemed unprofessional, but in all respects 
preferable to the gaudy display in a window. 
—LEmbalmers’ Monthly. 

— -- +e -_—<— 
NO, INDEED! 

Now, I would like to know what an adver- 
tising expert is. I know men who write busi- 
quenbelaging ads for the house employing 
them, but no one calls them “‘ experts.”” Why 
should they ?—Business. 
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A GREAT MERCHANT'S FIRST AN- 
NOUNCEMENT. 


Judge Hilton handed the writer one of the 
firm’s circulars showing a photo-lithograph 
of a portion of the New York Datly Adver- 
tiser of September 2, 1823, and containing 
the first advertisement of the late A. T. Stew- 
art on his commencing business. The an- 
nouncement is as follows: 





NEW DRY GOODS STORE. 
No. 283 Broadway, opposite Washington 


all. 

A. T. STEWART informs his friends 
and the public that he has taken the above 
store, where he offers for sale, wholesale 
and retail, a general assortment of fresh 
and seasonable DRY GOODS; a choice 
assortment of 

Irish Linens, Lawns, French Cambrics, 
Damask, Diaper, &c. 

N. B.—The above goods have been care- 
fully selected and bought for cash, and 
will be sold on reasonable terms to those 
who will please favor him with their com- 
mands, 











—New York Herald. 


me 
NEED OF A RATE SCHEDULE, 


It is well enough to fight a little shy of the 
advertising column that has no settled valua- 
tion. The prudent advertiser will not be be- 

uiled into buying “space at any price.”’ As 

or the ambitious publisher, with a new and 
dubious enterprise on his hands, who points 
to the quantity of his advertisements as evi- 
dence of the booming success of his paper, he 
should also be able to state, as a guaranty of 
good faith, so to speak, that he is getting liv- 
ing rates for them. Even if they be not so 
high as those of his “‘ old-established”’ con- 
temporary over the way, the very fact that 
he has a one-price mark on his goods and 
stands by it, will be to his lasting advantage. 
The rising young paper can get along for a 
while without a circulation affidavit, but it 
needs a rate schedule from the start, the one 
to be graduated by the growth of the other. 





PARADISE REGAINED. 


Sabbath School Teacher—Then, children 
man was created and placed in this beautiful 
Garden of Eden among singing birds, trees 
and fragrant flowers. Why, oh, why, did he 
leave it 

Ikey Isaacstein—Cause, he dinks he dis- 
covers a vine obening vor de cloding piziness! 
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A POINT IN THE PREPARATION OF 
ADVERTISING LITERATURE. 

While manufacturers and others are yearly 
extending greater attention to the elegance 
and general completeness of their advertising 
literature, it is matter of regret that they 
should so frequently overlook thei importance 
of having such productions well written and 
grammatically correct before offering them 

or the perusal of the public at large. 

By ‘advertising literature” I refer to cata- 
logues, pamphlets and various publications of 
like character now in general use by the pro- 
gressive seeker after business. 

A case in point : 

I have just opened a dainty little “‘ folder,” 
lately issued by a fenpeuitched machinery 
house—a concern known far and wide for the 
high standard of its wares. 

It is a tempting dish as one’s eyes rest upon 
the catchy cover and note the beauty of the 
paper and type and its skillful manipulation, 
all of which portends a savory feast within, 
and one pauses involuntarily before turning 
the leaf to commend the good taste and at- 
tention so strikingly ole nt in the general 
appearance of the little work. 

But the next ! 

No literary treat here. The appetite has 
been whetted to no purpose, and the interest 
aroused, dies. 

Technically correct in the description of 
the device presented it certainly is, but badly 
crippled in its mission by the low standard of 
literary merit evident upon perusal, and the 
frequency of grammatical errors. 

Bah! It leaves a bad taste in one’s mouth. 

There is an unbroken flow of words for 
many lines at a time; long, tiresome para- 
graphs,full of superlative adjectives, whose re- 
peated usage rather weakens than strenghtens 
the text. 

There is a frequent repetition of one or 
more prominent points of excellence in the 
device, which, inserted without apparent re- 
gard to the appropriateness of the matter 
coming before and after them, fail dismally in 
their purpose. 

The misuse of capitals lends a hand in the 
general carnage wrought. These are omitted 
where they properly belong with amusing 
regularity, and substituted for “* lower case 
with a reckless regard for the reader’s intelli- 
gence and the first rules in punctuation. In 
the same wanton way the comma is made to 
play its part, being systematically substituted 
for the period, until one is forced to believe 
the compiler’s knowledge to be—when in 
doubt, use commas. 

Passing lightly over a few minor errors, 
which, not to be Beene Nery will creep into 
most printed matter, the general weakness of 
the text in the language used is one of its most 
disappointing features. It has no force and 
does not convince the reader; in fact one is a 
to question whether the writer himself ie 
belisves what is written. 

The “ argument,” if I may be permitted to 
call it such, is confused and jumps erraticall 
from one point to another and then bac 
again, without rhyme or reason, until there 
is nothing soosuhiing order or clearness in 
the thing. 

One gathers the essential features of merit 
in the device, it is true, but only after a virt- 
ual re-arranging of the text in the mind, and 
then how faint the impression really is! 

What a relief and profit a few short, crisp 
sentences would be! There is not one in the 
entire two pages of closely printed type. The 
“* folder’ I have just laid aside is not an ex- 
ception. There are other productions of like 
character with greater pretentions to power 
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and praise which have come within my notice, 
all of which suffer to some extent in their 
general excellence from the same cause. 

If this be due to carelessness, pure and 
simple, watch out for the failing and here- 
after bring to the preparation of the text that 
same a ee of interest and attention so gen- 
erously bestowed in other directions upon up- 
to-date advertising literature. 

Ability not possessed can be purchased. 
The results obtained from a clear, logical 
statement of facts, attractively, convincingly 
and grammatically presented, in contradis- 
tinction to a slip-shod method of treatment, 
will, in the writer’s opinion, well repay for 
the greater trouble, time and expense whic 
may be entailed ee 

- Hutt WESTERN. 


—_:_—e 
THE IDEAL AND THE REAL. 

Country Publisher (addressing a multitude 
of brethren)—The advertising agent is the 
enemy of the publisher! But we must rise 
in our might, gentlemen of the press! We 
must stand shoulder to shoulder in the great 
work of exterminating this miscreant! We 
mu&t fix our advertising rates to the mast- 
heads of our noble journals and stand b 
them to the last drop that courses duoudh 
our veins!! (Great applause). 

Same publisher (seated in his sanctum. 
He writes)—Messrs. Admen & Co., Gentle- 
men—Your proposition to run Curem’s 
double-half column ad in the Paralyzer daily 
one year, for which I am to receive 25 lbs. 
news ink and a font of wood type, is hereby 
yy 

P. S.—Please hurry ink along. 
NSHING LINES 


FISHING LIN 
Fin—How’'d you ketch all +l fish ? 
Scale—By advertising. 
Fin—By advertising ? 
Scale—Ya-a-s. Displayed four catching 
lines calling attention of fishes to the excel- 
lence of my bait. See? 








A QUIET SPOT, 
: on town)—Snagsby, I 


Jobson (in 
have a pint of boot-leg whisky in my inside 
pocket. Where can we find a secluded spot 
where we may enjoy it unmoleste 

Snagsby—Yon store across the way is kept 
by O. Fogy, the man that believes not in ad- 
vertising. We will find the proprietor asleep 
no customer will enter to disturb us, an 
there we can imbibe in peace. 

Jobson—Then thither let us hie (they hie), 
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FROM THE CRADLE TO THE GRAVE. 


The baby is like an injudicious advertise- 
ment—of no use whatever; but it also re- 
sembles a judicious advertisement in that it 
Se demands attention. 

hen the baby becomes the “small boy ”’ 
he is like an injudicious advertisement, being 
a continual expense without visible returns ; 
but he always manages by unique and origi- 
nal methods to keep in the public mind, and 
so does a judicious advertisement. 

When he grows older and falls in love he is 
very similar to an injudicious adverti . 
for he discloses inexperience in the best 
methods of winning a return; but his like- 
ness to a judicious advertisement is evident 
in his careful attention to external appear- 
ances. 

When he enters the state of matrimony his 
resemblance to an injudicious advertisement 
is noticeable, for his personal importance 
constantly diminishes ; but like the judicious 
advertisement he has accomplished his object. 

When he finally quits this world of troubles 
he is still clothed with the similitude of an 
injudicious advertisement, being soon forgot- 
ten by the public; but his virtues will receive 
their great reward, as will ever the virtues of 
a judicious advertisement. 

——_ +e 
WINDOW DRESSING. 

The newer the window the more easily it 
can be dressed, as a rule. An old, dingy 
window can never be made to appear first- 
class. The window-dresser should know 
three things thoroughly—his stock, his cus- 
tomers and his window. If he does not know 
the first two he does not know what tc show, 
and if he does not know the last he does not 
know how to show it. A great step toward 
dressing a window well is to have it first 
thoroughly undressed. Clean your windows 
well before you begin. Get every obstruc- 
tion out of the way. Then get your goods 
together, and the work of making the dis- 
play will be short and pleasant.—Keystone. 

—__— ++ _____ 
WE, 

Printers’ Ink has honored us by repub- 
lishing several of the articles we have written 
upon advertising. We say, honored us, be- 
cause it is an honor to be recognized as a per- 
son competent to express an opinion upon 
advertising by a journal that is unquestion- 
ably the ablest paper in the field. e must 
admit, that ie Printers’ Inx first ap- 

ared, we were strongly prejudiced against 
it, largely on account of its intimate connec- 
tion with an advertising agency. The most 
sincere compliment to its worth and ability is 
the fact that, despite those prejudices, it has 
won not only our esteem, but our affections. 
The most marked characteristic of the paper 
is its fair-mindedness, and for that we esteem 
it.—Clothing Gazette. 





i 
IT HAS COME TO STAY. 


The ambition of the modern department 
store to own the earth has brought down on 
it the anathemas of nearly all trades, from 
jewelers to undertakers. The anathemas, 

owever, seem to have been very ineffective, 
for the monster emporiums pursue noncha- 
lantly the even tenor of their all-grasping 
way, in contemptuous diregard of, and ap- 
parently unaffected by, the kicking of the 
aggrieved. We may consequently settle 


down to the conviction that the department 
store has come to stay, that it is to be a per- 
manent and formidable competitor.—Xey- 
stone. 
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SOME OPINIONS OF ADVERTISING. 


The Bogtown Commercial was in need of 
a space filler ; the local was sent out to inter- 
view men in various lines on advertising. 
Here are some of the answers that he re- 
ceived: 

Mason—There is no better foundation for 
business. 

eg a bad case that it won’t reach. 

ucilage manufacturer—I shall always 
stick to it. 

Theater manager—It fills the bill and the 
house. 

Engineer—No spasmodic puffs for me. I 
go under a full head every time. 

Carpenter—It helps build up. 

— main spring of success. 

oxing master—Knocks out money every 
time. 

Tailor—My trade is only so-so, but if I 
didn’t advertise it would be simply no sew. 

Grave-digger—Is it a good thing? Well, I 
guess! It will always open new ground. 

Baker—A proof of “‘ cast your bread upon 
the waters,”’ etc. 

Importer—It’s a duty. 
= ee “em” is good for an 

Druggist—A good counter irritant. 

General opinion—lf you’re in it, you are 
in it; if you’re out of it, you’re out. 

——__ +e 
THERE was a man who had a shop, 
In which he had some clo’es, 
But never would a buyer stop, 
Or e’er poke in his nose. 
No advertisement had the man, 
And no one ever knew 
What sort of place he daily ran 
Or what he tried to do. 
He starved, but—“‘ advertisement, no !” 
He said with failing breath ; 
The undertaker got him, tho’, 
And sdeutien tis death. 


— 
IT FOOLS ’EM. 

The advertising novelty, a fac-simile of 
which appears below, consists of a piece of 
cardboard shaped in such a way that with 
the matter printed on it one is deceived, at 
first glance, into believing it really is a ticket 
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CHOCOLAT BUCHARD 
Neuchatel. 


‘Drinking Chocolates, Boo Bons, Noisettes, Pralines, All Delicate, 
All Delicioas. 











_ Clever things, such as this, attract atten- 
tion and cause comment, and must necessa- 
rily advertise those who employ them. 
Whether, however, sufficient advertising is 
secured to defray expenses is one of the 
things which no fellow seems to be able to 
understand, 
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Most publications are proud to have their 
columns quoted from, provided due credit is 
given. Puck, the humorous weekly, is an 
exception. It copyrights its matter and on 
occasion demands payment, for service ren- 
dered, when some other paper copies an item, 
joke or illustration. 

— 4 

THERE is one way to get a double-column 
portrait of yourself with a short biography 
in all the leading papers of the country. And 
that is to get a first-class trouble with our 
kidneys and-take a certain medicine. tt is 
imperative, however, that the disease be-first- 
class in every respect.—Buffalo Times. 





ter 

Tue general who, after discharging one 
volley into the ranks of the enemy and see- 
ing no result, should thereupon immediately 
retreat or surrender, might be justly called a 
fool or a coward. Yet business men some- 
times throw up the sponge because the pub- 
lic fails to respond to the first insertion of a 
four-line advertisement, and think them- 
selves both wise and even courageous. 

+0 

Ir seems strange that, except the “ para- 
phernalia” and lodge meeting cards, there 
is so little advertising matter in the frater- 
nity papers. As a rule, these papers circu- 
late among the best class of people only, and 
are read Bn date-line to “‘ finis.’”’ To be 
sure, they might not prove valuable for local 
trade, but to the wholesale and “‘ mail-order ” 
merchant would probably bring large re- 
turns. F. W. D. 

Ans that abuse goods—** Don’t eat T——’s 
dinners,” etc.—when they are put out by ad- 
vertisers having very assured trade, have a 
certain value. ue people are so dull as not 
to feel that a triumphant note is struck by 
them ; to feel, ‘* Why, T—— can abuse his 
own goods, but people wz// have them;” a 
little feeling of envy and humiliation is 
aroused before the supremely successful 
man. Used by ¢#l/-established men, such ads 
are harmful. 

oe - 

“You will find all the oldest and most suc- 
cessful firms in the country believe in adver- 
tising,’’ said Mr. H. Mathias, of H. Mathias 
& Sons, 28 Peck Slip, New York, the other 
day. “Firms fifty to a hundred years old 
will admit they couldn’t have lived as long 
as that without advertising, that they owe 
their success to it. Of course I mean firms 
with a specialty—something they can adver- 
tise—something that is better or different 
in some way from what others in their own 
line keep.” ADDISON ARCHER. 





> 

Ex-SurGgEon-GENERAL HAMMOND, of 
Washington, made a gallant success of a 
‘* Cerebrine”’ reader in the New York Press 
the other day. It appeared under the head- 
ing of ‘A Base-Ball Row,” top-of-column- 
pure-reading-matter, and probably not twenty 
per cent of the base-ball cranks who read it 
detected the ad in it at all. It purported to 
reveal the true secret of the success of the 
“Giants” in their Temple Cup games with 
the “‘ Orioles’’ and “‘ Anse’s Colts,”’ pictur- 
ing in most pronoynced base-ball slang two 
—— at critical points in the game swal- 
owing a dose of ‘*‘ Hammond's Cerebrine,”’ 
** the extract of the brain of the ox,’’ becom- 
ing suddenly endowed thereby with marvel- 
ous energy, knocking home runs over the 
center field fence and bringing in runners 
enough to win the championship. 
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THEY ALL DO IT! 


Walter Baker advertised—the result we all 
have seen ; 

So has Robert Chesborough, the man of 
** Vaseline.” 

Ayer, the “ Pill Man,’’ advertised—I guess 
he did it right, 

And so have many other men, such as ‘“‘Cow 
Brand ’’ Dwight. 

Reid’s German Cough and Kidney Cure is 
known both near and far, 

And Ely Bros. advertised a ‘‘ Cream Balm ”’ 
for catarrh. 

St. Jacob’s Oil’s the next in line—by the 
Chas. A. Vogeler Co., 

Then Pittsburgh gives us Hostetter, whose 
Bitters are a go. 

Wild Cherry Bitters of Harter’s now will 
take the stand, 

And Church is next to come along, with his 
“* Arm and Hammer Brand.” 

Tutt and Beecham both sell pills, by judi- 
cious advertising, 

And the merits of Sherman’s Prickly Ash 
surely are surprising. 

A. B. Wilbor, of Boston, his Cod Liver Oil 
has sold, 

And the Imperial Granum Company has 
gathered lots of gold. 

The Pennsylvania Salt Company will tell of 
** Lewis’ Lye,” 

And Scott & Bowne insist that you Scott’s 
Emulsion try. 

S. S. S., you ought to know, your blood will 
purify, 

And if constipated every night, Pierce’s Pel- 
lets try. 

Bosches’ German Syrup, made by Green, is 
not so funny 

As Warner’s giving Safes for ads and medi- 
cine for money. 

Hood, the Sarsaparilla man, made money by 
his “ gumption,”’ 

And Hazeltine, of “‘ Piso’s’’ fame, will cure 
you of consumption. 

Little Bile Beans, so says Smith, your health 
they will increase, 

But to lubricate your wagon, use Frazer’s 
Axle Grease. 

Proctor & Gamble say ‘“‘ Ivory”’ is the only 
soap to use, 

And don’t forget our Brockton friend, Doug- 
las, of $3 shoes. 

Sapolio enough for a Chinese wall Enoch 
Morgan’s Sons have sold, 

And Royal Baking Powder spends about as 
much in gold. 

*“*Troches’’ Brown, of Boston, don’t adver- 
tise for fun, 

No more than does Elijah Morse, the man of 
* Rising Sun.”’ 

“Cocoa”? Epps has advertised, and says 
there’s something in it, 

And Syrup of Figs has coined the “ stuff” 
since they did begin it. 

** Jones, He Pays the Freight,’’ has adver- 
tised his scales, 

And like Jim Pyle, the Pearline man, has 
made enormous sales, 








KEEP AT IT. 
If you expect to conquer 
In the battle of to-day, 
You will have to blow your trumpet 
In a firm and steady way. 
If you toot your little whistle 
And then lay aside the horn, 
There’s not a soul will ever know 
That such a man was born. 


The man that owns his acres 
Is the man that plows all day ; 
And the man that keeps a humping 
Is the man that’s here to stay. 
But the man that advertises 
With a sort of sudden jerk, 
Is the man that blames the printer, 
Because it didn’t work. 


But the man that gets the business 
Uses brainy printers’ ink, 
Not a clatter and a sputter, 
But an ad that makes you think. 
And he plans his advertisements 
As he plans his well-bought stock, 
And the future of his business 
Is as solid as a rock. 
Put not your paint on fences, 
Nor “‘ dodgers ”’ in the air, 
But spread your special bargains 
On newspaper pages fair. 
Talk to the general public, 
Whom reading hath made wise— 
Select a well-read paper 
And in it advertise. 
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Offices : 


38 Park Row, N. Y. 
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I pLaceD an ad in the local sheet. 
It told a story short and neat. 
The pone came in by the score 
To see the bargains at my store. 





Displayed Advertisements 
50 cents a line; $100 a page; 25 per cent 
extra for specified position—if granted. 
Must be handed in one week in advance. 








S OPERIOK Mechanical Engraving. bets Ele ~ - 
trotype Eng. Co.,7 New Cham st., N. Y 


s 1 - 
THEY PAY THEM. 0°3. our: o 
Priced ont COIN MAILING CARDS. 
¢ ards circulations pay the advertiser. Our Coin 
os 


will increase our circulation. Send at once 
to ALVORD & CO., Detroit, Mich. 











PUBLISHERS 
OF PAPERS 


Wouldn’t an artistic 
heading or cover de- 
sign pga the ap- 


} pearance 0: our 
ublication. and aid 

n securing both sub- 

scriptions and ad- 

vertising contracts? 

Sketch sent on approval—no 
charge if not accepted. Send 
copy with particulars. 
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Racer is but one morning newspaper printed ie 

in the English language in New York Bs 
City whose circulation the publishers of The 


American Newspaper Directory, for 1894, are ee 
willing to guarantee by a forfeit of one hun- BS 


That paper is 'S) 


The Press. 
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Circuration, 150,000. 
Rate, $100 per page. 


P. 
ye $200 Peon 
Arthur's an yew vor. 
Peterson PHILADELPHIA. 








Al BARGAIN IN TYPE» 


NON fs eel Wied are w 
(FARM ER, LIT 
MA - Foi 20 

CENTS PER LB 

I have for sale dant 400 Ibs of 
the Nonpareil Old Style which has 
been used in PRINTERS’ INK. Will 
sell all or part. 

The terms are cash; if you don’t 
want to buy, don’t write. 

WM. JOHNSTON, Mar., 

PRINTERS’ INK PRESS, 

10 Spruce Street, New York City. 














FOR $10.00. 


Advertisement.—A publisher wishing to insert a 
short statement of ten lines or less in the 
pg with and following the description 
of his paper, in the American News; r Di- 
rectory for 1895, Son hod so at the nominal price 
of ten dollars, which price will include a free 
copy of the Directory to be sent by express as 
soon as issued. Ten lines will accommodate 
sixty words, but a smaller number of words 
will not be accepted for less than the price 
named. Additional matter may be inserted at 
ten cents a wor No display or full-face type 
can used. Payments for statements of this 
sort will be expected by check or post-office 
order when proof is submitted. For es 
accompanying the original order—$10 for sixty 
words or less, and 10 cents extra for each word 
more than hap Te discount of 10 per cent may 
b All sort ndi- 

cated will be set in (earl type (of which this is 
a specimen), and will be preceded by the word 
“Advertisement.” In this way it will be possi 
ble for a publisher, on his own responsibility, 
to convey any information that he deems im- 
portant to place before advertisers and other 
users of the Directory, in addition to that given 
by the Directory itself, Not very long ago an 
offer of five thousand dollars was made and re- 
fused in one case for a notice similar to this 
now granted for a nominal sum. 

The American Newspaper Directory for 1895 
will also offer to publishers of newspapers, 
who furnish portraits, or pictures, illustrating 
their newspaper peetaas, the privilege of 
having them inserted in the Directory in con- 
nection with the description of the paper at 
the nominal ares of ten Somers, which will in- 
clude a copy of the k sent free by express, 
as soon as issued. The necessary drawing or 
reproduction can be made frem © phategrans 
or other picture, and for this work there will 
be no extra charge. Such a picture may prove 
a valuable and attractive advertisement !t 
would appear that a publisher who owns an 
office building worthy of illustration, or who 





desires that his face all ome known to 
advertisers and others, may wisely avail him- 
self of the privilege here offer The cut 


must not ex one inch in length or in 
width, and in appearance is subject to the ap- 
proval of the Editor of the Directo 

Those who take ins to examine issues of 
the Directory for previous years will find speci 
mee pictures of newspaper establishments. 

Whena meth og per owns an office it is well to 
let the fact nown; for the properous 

rs are vay that advertisers are inclined to 

hink — Row: to rene satisfactory re- 
turns ss all communications to AMER 
ICAN NEWSPAPER DIRECTORY, No. 0 
Spruce St., New York, 
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You fire Included 


in our invitation pub- 
lished in last week’s PRINTERS’ INK. 
Look it up. It may mean ‘‘ millions” 
to you. 
Our statement of circulation, fur- 
nished for Chas. H. Fuller’s 1894 Ad- 
vertisers’ Guide, showed 


1,501,666 Prover 


PROVED 
We guarantee that the circulation for 
each month will be at least 1,500,000. 
This is greater circulation than given 
by any other list of the kind. 


Vickery & Hill List 


Pays All Advertisers 
All The Time. 


PUBLICATION OFFICE, AUGUSTA, ME. 


C. E. ELLIS, Special Representative, 
517 Temple Court, New York City. 


The YEAR BOOK ISSUE 


PRINTERS’ INK, 
B16 Pages, Price, $1.00, is the 
regular issue for Wednesday, 
November 28th. 





Itcontains the names of all papers credited 
by the American Newspaper Directory with 
circulating more than 1,000 copies regu- 
larly—abcut 4,000 papers in all. The lists are 
catalogued in long primer and arranged by 
States, and also by classes, in the order of 
their circulation ratings, the largest coming 
first, so that an advertiser may note at a 
glance the papers having the highest ratings. 
Daily papers are catalogued first—all dailies 
in aState by themselves—then the weeklies 
and other sorts. The religious papers are 
catalogued in the order of their circulation 
ratings. The agricultural papers are ar- 
ranged in thesame way. German papers are 
arranged by themselves, and so on through 
the nearly two hundred sorts of class papers, 


Sent by mail, postage paid, on receipt of 
price (one dollar). Address all orders to 


.--PRINTERS’ INK... 
10 Spruce Street, | New York. 
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IMPORTANT 


Seed Men 


The season for seed advertising will soon be 


rere. In making up your list, do not forget 


“THE SILVER CROSS” 


THE SILVER CROSS is the only official organ 
of the International Order of the King’s Daugh- 
ters. (This Order has a registered membership 
of 400,000 on file at this office.) 

It is an undisputed fact that women buy or 
direct the purchase of a large per cent of all 
seeds sold, and in using the columns of THE 
SILVER CROSS you appeal directly to a field 
of liberal and energetic women not reached by 
any other publication. 

Only Thirty Cents per agate line. Let us send 
you a copy of our December issue. 


THE SILVER CROSS, 
158 West 23d Street, 
New York City. 
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The Fact 


That 


THE HOUSEKEEPER ~ 


is the only woman’s home 
paper published in the North- 
west carries great weight with 
experienced advertisers. The 
circulation of 


Over 120,000 Copies 


is general and reaches just 
the people among whom to 
advertise articles for woman’s 
use, or for homes. 
Full particulars direct, or from 
Eastern Office : 


517 Temple Court, New York. 
Cc. E. ELLIS, Manager. 
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California, Sa Francisco. 
THE EVENINC POST 


is recognized, locally, as having the largest circulation of the Evening Dailies. 
TuE Post sends young men and women to the foremost educational institutions 
of California, free, every year, as premiums for new lists of subscribers. This is 
one of many reasons why THE Post circulates so largely among the best families 
of San Francisco. 


The Evening Post Is Alive. 


Hvuexu Home, Proprietor. F. P. BALpwrn, Business Manager. 
New York Office, RHINELANDER BUILDING. 





(POLL DPLIDLAILAPIS QDI SSA SASS AIS ASA DLAI EID AIDA AAAI ASIII cent | 
y a 
y wv 
w LL the millionaire proprietary medicine concerns [§ 
it you can think of created their trade in Milwaukee u 
t' bythe help of the Evening Wisconsin. It isthe fore- 4 
j most trade creator in its section. Do you want trade 
w in Milwaukee? u 
u Q 
u nu 
>) The Eastern Branch Office of C 
nl The Evening Wisconsin Company is at f 
fu 10 Spruce Street, New York. My 

C, H, Eddy, Manager. > 
q p 
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SLAIN ND) 


Look At This! 
100,000 CIRCULATION. 
SWOMANKIND” 


AD RATE, THIRTY CENTS.... 


....pbest On Earth! 


“WOMANKIND” 


HOME: AD MANAGER, 
SPRINGFIELD, OHIO. GEO. S. BECK. 
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Ohio | 
State = 
Journal. 


Leading Newspaper 
Of Central Ohio. 


Daity — Circulation 12,790, only morning 
newspaper printed at Columbus, a city of over 
too,coo, and  eaching by early traine the best 
portions of Central and Southeastera Ohio, 

~—€ireulation over 17,000, with 
out a rival in ite Geld, being the only news 
paper circula‘ed in Columbus on Sunday that 
prints all the telegraphic and local news. An 
especially good medium for classified adver- 
tisements, 

Weekly—Now issued as a twice a-week | 
editior,on Tuesday and Friday. Circulation | 
22,000, chiefly among the farming com- 
munities of Central, Southern and South- 
eastern Ohio, reaching more homes in this 
region than can be done with any other pub- 


lication, 
OHIO STATE JOURNAL CO., 


Columbus, Ohio. 
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, Illustrated 
Price List 
Free 


ee 
Printing Inks, 


Best in the World. 
tee 
Carmine 121; cents 
an ounce. 
ah 
Best Job and Cut Black 
$1.00 a pound. 
ee 
Best News Ink ever seen 
4 cts. a pound. 
eé 
ADDRESS (WITH CHECK), 
WM. JOHNSTON, Manacer, 
PRINTERS’ INK PRESS, 
10 SPRUCE ST., 
NEW YORK. 
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THE 


eC 


Successful 
Advertising 





IS NOT HARD TO FIND 
WHEN YOU KNOW 
WHERE TO LOOK FOR IT. 


NOTE—usE 
WILMINGTON (Del.) 
—use the MORNING 
NEWS (only morning 
paper in the State). 


PHILADELPHIA (Pa.) 
CALL the greatest fam- 
ily paper in Philade!- 
phia. 

EDGAR M. HOOPES, 


Manager Foreign Advertising, 
WILMINGTON, DEL, 
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% ATTENTION 
ARTISTS, 


Originators and Designers. 
oo 
$100 FoR AN ORIGINAL DESIGN "> 


We want several new and original designs, both comic 
and artistic, to advertise our 


“HORSE SHOE” PLUG TOBACCO, 


and we will pay $100 for each and every 
one we accept, 


Designs must be in pen and ink or in water colors, as you may 
prefer N JANUARY isth, 1805, we will send checks for those 
accepted by us, and return those we cannot use. 

The emblem of the horse shoe must be introduced in every design, 
with the toe down and calks (or heels) up, thus : + 


Further particulars mailed on application. 


Drummond Tobacco Co., St. Louis, Mo. 
, SSSGLOLSOOGOOGGGLGGOGGOGOS GOO WV UGG GO GGG OGG GOGO OOOO 
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THE - EVENING - PRESS 
DAYTON, OHIO. 


Guarantees Advertisers a larger 
circulation than any afternoon 
and morning paper combined. 
Advertisers are given the privilege 
of making this a part of their con- 
tract. Rates lower per thousand 
circulation than any paper in this 
section. 


ALL ITS CLAIMS ARE PROVABLE. 





a 


LOUIS V. URMY, Eastern Advertising Agent, 
59 Times Building, New York. 


Ph 





















































...960... 


Waiting Rooms 


--ON... 


The 
Chicago, 
Muwaukee 
And 

St. Paul 
Railway 
System. 


PRINTERS’ INK. 
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...Just The Place To Advertise In.... 


Controlled by 


G. S. Mackenzie, 


CHICAGO : 


1160 Monadnock Building. 


Desirable, Attractive, 
Neat and Clean. 
Over 6100 Miles. 


Electric 
Lighted, 
Steam 
Heated. 
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Try Illinois. = | 


The C. N. U. Stanparp List of 103 papers’ 
in Illinois practically covers one of the best advertising dis-; 
tricts of the United States. : 

} 








STANDARD NEWSPAPER UNION, 
CHICAGO, ILL. ~ 


103 Papers in Illinois. 
Guaranteed Circulation of 100,000 Copies Every Week. 







































































Pop. Name Name When| Pop. Name Name When 
of of of Eastab- of of of Estab- 
Town. Town. Paper. lish’d.| Town. Town. Paper. lish’d. 
1,574 Abingace aranedeewin ginal Argus 1882/ 1,869 City........_Independent 1869 
2,330 A . Democrat 1880 979 oe Plaindealer 1875 
2,560 1880 | 4,285 B 1862 
2,322 1871 | 1,999 1876 
1,595 1890 | 3,398 1878 
4,832 1866 | 1,545 pose 1887 
1,888 y Oo 1888) 2,977 .D'L 1893 
20,484 Bloomington, C. H...... Lancet 1886/| 2,500 City, C. H. publican 1893 
2,521 Blue Island.. Ee 1876 | 3,880 H. .D’ly Indep. 1891 
1,589 Brimfield 1879 | 2,145 id and Review 1870 
2,759 Buda...... 1 1,080 Oquawka, C. H....... Democrat 1889 
851 Cabery......... nqu 1882| 1,951 Oregon, €. H..... - -Regectey 1851 
1,826 Cambridge, GB. Wiccacs Ghrguicle | ja BS | , SRR: mes 1878 
3,599 Carbondale......... Republican 1890} 3,559 Paxton, C. H.. d ster 1875 
860 Carpentersville............ News 1893} 1,796 Pecatonica.. .News 1872 
1,654 Carthage, C. H. Gazette 1865/ 6,537 Pekin, C. H Tribune 1 
Carthage, C H Journal 1868} 5,883 Peru... ews-Herald 
822 rro rdo.. ewEra 18%6)| 3,20 Pittsfield Banner 1887 
5,450 Charleston, C. Herald 1875 | 2,728 Plano.......... News 1872 
2,282 Chebanse... ..Herald 4,066 Pontiac, C. H.... --Leader 1883 
Chicago ....... ‘Conservator 1878| 4,491 Princeton,C. H............ News 1881 
2,505 Colchester... ..... ee | 1873 Princeton, C. H. ..-Tribune 1872 
17.768 Danville, C. H.......... Sentinel 1890} 12,000 Pullman................. Journal 1890 
2,140 Delavan............-+ Advertiser 1868 | 33,318 Quincy, C. H......Suaday O) -4 1885 
3,876 Dundee................ awkeye 1890 juincy, c H..Saturday Revie 1872 
2,174 Dwight......... Star and Herald 1866} 2,391 —_ 1890 
2, ae eidiceonhaGeaneitl Gazette 1874 Ranto 1873 
bathe . Messenger 1874 | 2,990 need C.H 1862 
1,058 Earlville oe ader 13,634 Rock Island 1854 
1,967 Farmer City.............-+++ Su 1893 | 23,584 Rockford 1894 
1,891 Forrest.. ... Rambler 1883] 3, Savanna é 1885 
2.217 Forreston .. ...Herald 1875] 1,849 Saybroo’ eponte 1875 
6,593 Galena, C. H Democrat 1892} 5,419 Shelbyville, C. H...Daily Sco 1887 
15,264 Galesburg,C.H...Watch Tower 1891 Shelbyville, C.H..W’kly Union 1863 
8,142 Galva....... News RB SS Journal 1880 
4,69 Geneseo... .......... ..+++-) News 1814} 1,352 Stockton. 1888 
2,997 Gibson City. ..Daily Enterprise 1890 | 14,629 Streator... & 1892 
Gibson City.......... Enterprise 1883 inde sacbcosotaber Trib 1889 
BOB GUM 26.0 -cccce -cecccccce Star 1868} 3,840 Sullivan, C. H. 1884 
Se CIO. . on conscvecscguness Press 1887 038 Taylorville, C 4 1868 
8,510 Havana, C. H.. .-Democrat 1849| 2,519 Toulon, C. i. beeoeps .. Sent 1879 
Havana, C. H.....°........ Press 1891} 2,781 Turner.... ... 1888 
1,669 Homer... Enterprise 1877 | 3,201 1 la 1875 
8,719 Hoopestor iy Chronicle 1881} 2,088 Virden 1879 
oopest« -Chronicle 187 1,368 Walnu 1892 
5, fewanee ndependent 1870; 1,587 Warren 1857 
2,677 Republican 1856 | 1,181 Warrensburgh . 1890 
1,865 = IE) 2 LL RO 1889 
2,389 1866 | 2,958 Washington. 1876 
3,246 1875 | 1,898 Wenona....... 1865 
2 550 Twiiependent pot 1,116 Wyoming........... 1872 
084 ‘71 














These papers have a LARGE circulation, a good reputation 
and are nearly all OLD-ESTABLISHED and INFLUENTIAL. 

They reach 500,000 readers every week, at a cost of only 
50 cents per agate line. (No extras). 

Orders received direct, or through any reliable agency. 


CHICAGO NEWSPAPER UNION, 
3 S. Jefferson St., Chicago, Ill, 10 Spruce St., New York, 
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Telegra 


THE OLD RELIABLE NEWSPAPER 
OF WESTERN PENNSYLVANIA, 


Always Ahead! 


CARRIES MORE ADVERTISING THAN 
ANY OTHER PAPER IN PITTSBURGH. 


Sells 5() OQ Copies Daily! ° 


C. J. BILLSON, 
86 & 87 Tribune Building, 
New York. 
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A Phenomenon.. 


IN WESTERN JOURNALISM. 





YNTA WAILINUI VINNY VILA EIUA 
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THE 


St. Louis 
Chronicle 


has reached the 100,000 mark, which is the 


largest daily circulation of any paper west 
of Chicago. 

A 100,000 guarantee a part of every 
“Chronicle” advertising contract. 

If you wish to create a demand for and 
increase the sale of your goods, put THE Sr. 


Louis CHRONICLE on your list. 








FOR RATES, SAMPLE COPIES AND FURTHER INFORMATION, 
ADDRESS 


E. T. PERRY, 
Manager Foreign Advertising Department, 
53 Tribune Building, NEW YORK. 
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Pin Your Faith ™ 


to a paper which proves its 
circulation and covers its 
field honestly. 


To 


advertisers wishing to cover Colorado no paper 
can offer the advantages presented by 





m= The Rocky 
Mountain 


News! 


Daity, oveR 22,000 © 
Sunpay, over 28,000 
WEEKLY, over 5,000 


The only paper in the State producing a sworn 
statement of circulation. 


ROCKY MOUNTAIN NEWS, Denver, Colo. 
Or HENRY BRIGHT, 11 Tribune Building, New York. 
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Best Paper in St. Paul, 


The 
GLOBE 


Daily, 
Sunday, 
Weekly. 


Eastern Office: 517 Temple Court, 
New York City. 


C. E. ELLIS, Manager. 
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BIG DAILIES. 


I am now selling news ink to more than a thousand different 
offices, covering every State and Territory, with the exception 
of Oregon and Alaska. Ten thousand other offices would buy 
of me if the owners could overcome the habit of getting trusted 
for printing inks. 

Among the dailies which have used my inks are the following: 





ee Democrat. Boupest, ree News. 
mang N. Y... Democrat. Newburyport, Mass. —. 
Baltim: incoaiod Herald aed News. Norristown, Pa...... 
Biddeford, | - oO Paterson, N. ' Se Osi ana and Guardian. 
Bridgeton, | Bee ews. Pensacola, Fla....... News. 
Sone font re Free Press. Pittsburgh, Pa....... Chronicle-Telegraph. 
apids, Ia....Gazette. Portland, Me........ Express. 
Cleveland, O........ World. Providence, . 3, ‘a’ ..News. 
Columbia, | ae State. er * H. .. Times. 
Columbus, O...... ..Press. Philadelphia, agit Call. 
OS News. Racine, Wis. ........ Times. 
Denver, Colo.. . ...Times-Sun. ‘ Richmond, Va....... Times. 
Duluth, Minn....... Herald and News-Trib- Rockford, WBS. pice: “ieee and 
une, tar. 
Elizabeth, N. J.. = safournal, Rock itené, Ill, .. .. Union. 
Findla ,0 Oe epublican. Rome, N Y......... Sentinel. 
Fort Worth, Tex ....Gazette. St. Sha N -+-. -Globe. 
Galveston, Tell.....2 News and Opera Glass. St. Paul, Mine: ....Dispatch and Pioneer 
Gloucester, ,- .. Times. ; Press. 
Houston, edt _—— Sandusky, Ohio..... Register. 
x. Y.... Journal. Shamokin, Pa....... Dispatch. 
Ind... vening News. Sioux City, Iowa....Journal and Tribune. 
enn. -++ Journ i Steubenville, Ohio, . .Star. 
Se aha giaicelg ews. Szyecues N. Y......Herald. 
eee ..- News. ffin, Ohio... ...! 2! Advertiser. 
Tenn..... Sentinel. Tacoma, Wash...... News. 
_ See Examiner and Intelli- Utica, N.Y eee ened Press. 
gencer. Washington, D. C...News and Evening Star. 
pre, ree Sun. West Chester, Pa.... Local News. 
nchburg, , Advance. Wheeling, W. Va....News. 
Middleos, 0 pega mer Wichita, Kan........ Eagle. 
Milwaukee, Wis AS. erold and Journal. Wilkes Tioee, Pa.... Newsdealer, Record and 
New Albany, Ind... . Ledger. Times. : 
Newark, N. J....... News. Williamsport, Pa,...Gazette and Bulletin, 
New London, Conn. ..Day. Sun and Times. 


Several of the above papers have bought of me from four to 
sixteen tons each. The number of those that have bought more 
than a ton is amazing to me. Everybody with whom I have 
dealt appears to be entirely satisfied. That I am making an im- 
pression on the ink trade no one now denies. My prices are: 
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500-pound Barrel at4c., $20 00 
* 250-pound Barrel at 444c., 11 25 


PrePrints 





100-pound Keg at 5c., 5 00 
50-pound Keg at 5i<c., 2 75 
25-pound Keg at 6c., 1 50 
My ink is just as good NEWS INK as can be bou at anywhere 06 % cents o pound. Itis 


note a Tnatter of pare. . ink is the best in the world for newspaper work 
'o make it ce I can suit, all that I need is to see a copy of the paper to be 
pod: to know zy kind of press used and the temperature of the press-room; and, most 
portant of all,a check with the order. Address 


Wwe. JOHNSTON, Manager Printers’ Ink Press, 10 Spruce St., New York. 
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STREET CAR 
ADVERTISING. 


IWI4Z 


a “ 


















> < 
CHWS 


This and no other kind you are sure of getting 
if you place your appropriation with 


CARLETON & KISJAN, 


50 Bromfield St., Boston, 
Postal Telegraph Blidg., New York. 


16 Branch Offices. Long Distance Telephone Connection. 
swe 
56 PRINCIPAL CITIES IN U. S. AND CANADA 
in which our unapproachable service and system obtains, 
Dewees 


The leading advertisers of the world are with us exclusively! 











For Folders, Rates, etc., 


ONSULT FULL-TIME 
RLETON & KISSAN, 9000 M cass. 
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No Guesswork 
About It 


Advertisers can have a statement 
of the exact circulation of ‘THE DENVER REPUBI.ICAN 
for any day and: every day. Nobody connected with 
Tue REPUBLICAN ever says “about.” Facts are good 
enough for us. ‘To the advertiser who wants to know 


EXACTLY what he is paying for, 


The 
Denver 
Republican 


offers the best rates in Colorado. If you will take a 
look at the paper itself, you can see what local adver- 
tisers think of it. They are on the ground and cer- 
tainly know which paper brings the best results. For 
rates and circulation statement, address 


Ss. C. BECKWITH, 


The Rookery, Chicago. Tribune Building, New York. 


KERRIER ELSI SS 
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The Field and ia Paper. 


-OoS— 


OREGON... 


AND THE 


Portland Oregonian | 


-—@eSo— 


This combination cannot be matched in all America. 


Daily, 16,418. 
Sunday, 23,211. 
Weekly, 13,143. 


And 44 Years in the Field. 
-—Oo— 


These figures may not cause surprise, but they are a good 
deal for Oregon ; and Oregon is a good deal to the Pacific Coast. 
Nor is Oregon the only field covered by THE OREGONIAN. Its 
supremacy over all the other papers publislied in Oregon, Wash- 
ington, Idaho, and British Columbja was never more noticeable 
than it is to-day. While about all the other daily papers in this 
vast field have been steadily reducing their news service since the 
panic, THE OREGONIAN has as steadily increased its news 
service, and is THE representative paper of the entire Pacific 
Northwest. 


H. L. PITTOCK, H. W. SCOTT, 
Manager and Treasurer. Editor. 


—eo— 
S. C. BECKWITH, | 
Sole Agent Foreign Advertising, q 


| 
48 Tribune Building, 469 The Rookery, {) 
NEW YORK. CHICAGO. 
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ask questions about anythin, 
and hints for the betterment of this de 
ideas—this is the retail branch. 


POP SO HOO OSES SEES ee 


ADVERTISING FOR RETAILERS. 
Edited by Charles Austin Bates. 


Retail merchants are invited to send advertisements for criticism and 
pertaining to retail adve: 


suggestion; to 
experiences 


rtising ; to send ideas, 
it. PRINTERS ink is a clearing-house for 








N. C. Fowler, Jr., conducts a de- 
partment called ‘‘ Questions and An- 
swers on Business Bringing,’’ in 77ade 
Magazine, Philadelphia. In reply toa 
correspondent, whose business I hap- 
pen to know something about, he says 
some things which I do not agree 
with. I give the matter space here 
because I find that one of the ideas 
advanced by Mr. Fowler has quite a 
number of adherents, and I know 
from experience that in nine cases 
out of ten it is a wrong idea. 

He says: ‘‘ The golden rule of ad- 
vertising is to advertise one thing at 
a time and only one thing at a time, 
except in special cases, and, in such 
cases, the articles should be separated 
by rules or borders.’’ 

Advertising one thing at a time in 
the sense of avoiding generalization is 
a first-rate thing, but it does not mean 
that the whole of the advertisement 
should be confined to one subject. 
You can advertise six things in one 
advertisement, and still be advertising 
one thing at a time. 

If you can give six, or a dozen, dif- 
ferent articles adequate representation 
and description in one advertisement, 
there is no reason why it should not 
be done. The only trouble is that 
when one tries to talk about too many 
things, he is likely to generalize. A 
safe rule is to say all you have to say 
about a given article, and then if there 
is any room left in your ad, talk about 
something else. 

In the case in ‘point, the business is 
that of a retail druggist, who has 
built up a large traaé advertising cut 
prices. The advertising has been 
successful, and so it is above criticism. 
If it had been conducted on the one 
idea plan, it never would have brought 
the business it has. If a druggist ad- 
vertises cut prices on soap, for in- 
stance, his advertisement will get at- 
tention from the people who want 
soap. If they are not interested in 
that particular article, they will pass 
over his ad. If he advertises per- 


fumes, and sponges, and soda water, 
and brushes, with adequate descri 
tions and prices in each line, he will 
multiply the number of interested 
readers by the number of different ar- 
ticles he talks about. 

A price list is one of the best things 
that can be put into an advertisement. 
If each price can be accompanied by 
descriptive matter so much the better, 
but in the case of a drug store, there 
are a great many things of which 
everybody knows the regular prices. 
If a druggist says that he will sell 
Cuticura soap at eleven cents, every- 
body knows that it is a bargain. If 
he says fifty-nine cents for Ayer’s Sar- 
saparilla, and fifteen cents for Beech- 
am’s Pills, no description is necessary. 
The more prices a “‘cutter’’ can put 
into his advértisement, the better. 
All he needs is an introductory para- 
graph, reciting his business creed and 
'sading up to the prices. He will 
find it necessary, or at least advisable, 
to tell people very plainly from time 
to time that the goods that he sells are 
standard goods, and that the only dif- 
ference between them and other first- 
class goods is the price. His princi- 
pal argument for trade is the lowness 
of his prices. That is the one point 
which he wishes to advertise. more 
than anything else. It is all he needs 
to advertise if people believe that the 
quality of his goods is right. 

* * 
* 
Dututu, Minn., Dec. 4, 1894. 
Mr. Chas. Austin Bates, New York, N. Y.: 

Dear Sir—Through the kindness of the 
Duluth Commonwealth (one of the city’s 
live dailies), the advertising space of which 
we frequently use, we are indebted for a 
year’s subscription to Printers’ Ink, “ the 
welcome Little Schoolmaster in the Art of 
Advertising,” whose bright and helpful 
pages we find very interesting. Print- 
ERs’ Ink cannot help but be a great aid to 
all those engaged in the building of business 
by the art of publicity. 

I carefully read the many and valuable 
articles on advertising that it weekly con- 
tains—ideas that can be so easily adapted to 
the advertising of any business. As I, dur- 
ing my spare time, endeavor to write the ads 
for our house, take advantage of your kind 
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offer and send you a few of my efforts and 
would be pleased to have, at your conven- 
ience, a few suggestions for much needed im- 
provement. As you will easily see, I am not 
original, believing rather that “ originality 
consists in adapting old ideas to new occa- 
sions.”’- Yours, truly, Frank Burrows. 
Mr. Burrows is writing some very 
good advertisements. They talk plain- 
ly and reasonably, and are well dis- 
played. If there is any criticism to 
be made on them, it would be that 
there are not enough prices given. I 
have one of his circulars, which talks 
a good deal about lowering prices of 
certain lines of goods, and says that 
“‘a reduction of thirty-three and a 
third per cent has been made.’’ Now 
it may seem very strange to business 
men, but there are thousands and 
thousands of people who cannot figure 
out what thirty-three and a third per 
cent would amount to. If a suit of 
clothes is worth $18 and you are going 
to sell it for $12, you had better say 
that, and not say one-third off, or 
thirty-three and a third per cent off. 
Nobody can make any mistake about 
the twelve dollars. If there were a 
number of suits of clothing, the dis- 
count on all of them being the same, 
I would carry out the price in each in- 
stance. One of the best things to do 
in advertising is to make the ad just 
as plain as possible. Don’t make it 
at all troublesome for people to find 
out exactly what you are going to do. 
You can afford to sacrifice anything 
else rather than plainness. Make 
ople understand just exactly what 
ind of goods you have, and how 
much they are going to cost. 
Here is one of Mr. Burrows’ ads, 
which was very well displayed, with a 
good picture of a shirt. In this case, 





OUR NEW ___-_—_~ 
“ Break-right” 
Full Dress Shirt. 


Among the Breakers. 

Every man who ever wore 
a full dress shirt knows that the movements 
of his body when so dressed are liable to 
cause movements of the shirt front of an un- 
desirable character. It’s got to give way 
somewhere, by breaking or bulgi g- Now 
we are selling a Shirt that has “got the 
bulge” on this whole difficulty. We reason 
logically that there’s got to be a break some- 
suaer let’s make the break and then it will 
break right. So we’ve secured this new in- 
vention, the “‘ Break-right’’ bosom, and sh! 
here is the secret of it: The bosom is the 
full width, but the edge is made thin, so as to 
gl ee mg! and not poke the front all 
out of shape. It works like acharm. Try 


it and make your dancing easy. 











PRINTERS’ INK. 


the criticism is that no price was 
given. It could not do any harm to 
publish the price of the article, and 
nine times in ten it will do good. It 
is a part of the description. The dif- 
ference between giving prices and not 
giving them is illustrated in some of the 
advertisements of large New York 
jewelry houses in the current mag- 
azines. 

In Vogue, of Dec. 6, the Whiting 
Mfg. Co. occupies a page, with credit- 
able half-tone illustrations of very at- 
tractive articles. There is not a price 
on the whole page, and yet that is 
the very first information people want 
after they have decided that a certain 
article is desirable. There are sev- 
eral things pictured on this page 
which I would like to have and might 
possibly order if I knew the prices. 

Life is too short to write to the 
Whiting Co. to find out about it, and 
going to their store is out of the 
question. 

On the other hand, the advertise- 
ment of J. H. Johnston & Co. in the 
magazines is in the same general style, 
giving exact photographs of the articles 
advertised, but in this case the price 
is given on each article. 

I saw a paper-knife in the Johnston 
ad. The price seemed reasonable, 
and I ordered it by mail, but I shall 
probably never find out whether the 
beautiful corkscrew advertised by the 
Whiting Co. is within the reach of 
my pocket-book or not. If I knew 
the price of it I might possibly order 
it. 
I wonder if I am very much differ- 
ent from other people? 


* 
* 


In PRINTERS’ INK, a week or two 
ago, I saw a statement that where 
there is not sufficient space to describe 
in detail the superior quality of a high- 
priced article, that it was better not to 
advertise the price. 

Even this theory is contradicted in 
the ads of B. Altman & Co., Sixth 
avenue, New York. It seems to me 
that they make a special feature of 
advertising high prices. The head- 
line in their advertisement of Sunday, 
Dec. 6, was ‘‘ Ladies’ High-Priced 
House Gowns.’’ That was the big- 
gest line in the whole ad, and it was 
not followed by descriptive matter. 
What was said was merely, ‘‘ $125, re- 
duced to $69,’’ and two or three other 
prices equally high. 
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It seems to me that the people who 
are going to be scared by a high price 
in an advertisement are not the people 
who are going to buy high-priced 
goods anyway, and even if you get 
them into the store, there would likely 
be a great deal of time wasted on both 
sides. On the other hand, there is a 
class of trade who want high prices. 
The higher the prices are, the better 
they like it. If the goods are only 
a little bit better than the next best, 
they are willing to pay a little more 
for them. There are enough of these 
people, I think, to make it profitable 
to advertise high-priced EE a and to 
give the prices. You cannot sell a 
five-hundred-dollar article to a one- 
hundred-dollar man, anyway, unless 
you sell it on time, and that might not 
be profitable. 





For Stoves. 


Don’t Get Mixed. 
Don’t Think 


That we sell nothing but Oil -_ 
Gas Heaters and Cookers sim 
because we advertise them. Wy 
are in the STOVE business and 
sell anything from an open grate 
to a furnace—from a Parlor Cook 
to a brick-set range. 


* Our Workmen are Mechanics.” 

















‘For Dress Goods—(By Horatio Staples). 


IT MAY 
INTEREST 


You to know that this fall has been our 
most successful Dress Goods season. 
The department is far ahead in amount 
of cash received, and immensely ahead 
in the volume of goods sold. This 
record is remarkable in a year of such 
business depression. 

Three causes combine to bring about 
this happy result : 


FIRST. + 
The prompt boldness with which we 
have caught on to opportunities for 
gatherin — lots of new and season- 
able go 


SEGOND. 
Your quick and liberal response to our 
aun bargain offerings. For which 
we thank you heartily. 


THIRD. 
The tact, efficiency, courtesy, “ up-to- 
date” ability of our present force of 
Dress Goods salespe - ¥ have never 
been equaled here, in all our previous 
business experience. 


(To be continued in our next). 


‘correct attire 


INK. 
For any business—(By H. C. Hawkins). 
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Christmas | 





Hints “~~ 


The task of selecting an 
appropriate Christmas Gift for your 
mother, sister, or perhaps some other ( 
fellow’s sister, is one from which every [l 
—~ who has experience naturally u 





rinks. 
ta "The following suggestions from us may [ 
Lo assist you: u 


5) 





(=) —) 


For Dolis—(By Jas. MacMahon). 








= “"s 
Dolls’ 
Reception. 
Baby Dolls, Girl Dolls, Lady 
Dolls, Dressed and Urdressed Dolls. 


Laughing and Serious Dolls, Blonde and 
Brunette Dolls, have congregated in our 
Washington st. window, where they will 
hold a doll reception during the week, to 
which all little girls and boys are cor- 
dially invited. The dolls will no doubt 
each choose from among the thousands 
of little ones who look in upon them the 
one they would most desire to live with 
after the holidays. y 


For Men's Furnishings—(ByH.C. Hawkins). 
Have You 


ever thought how much your personal 
appearance has to do with your chances for 
success? First impressions are lasting, and 
oes a great way toward help- 
ing you to make a good impression. One of 
the most important consi + on of every 
man who would dress well is h 


Neckwear. 


In this line we carry the largest 
stock in the city. Our assortment of Neck- 
ties embraces all of the latest shapes at prices 
ranging from 50 cents to $2. The variety of 
color and pattern, both in neat and novel 
effects, is extensive, but all — with the 
exacting requirements of FASHIO 


: For Umbrellas—By H. & aes 


GOODING 


% For “‘ Her.” 


Why not give her a nice 
silk’ umbrella, bearing in 
mind that the beauty of 
a gift lies in its utility. 

Our stock of Ladies’ Umbrellas 
was never before so large nor so 
handsome. 

There are the ever-popular 
blues and blacks, and also nob- 
by effects in changeable silks. 

The handles show a wide va- 
riety and include artistic Dres- 
den handles, dainty and stylish. 
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_ PRINTERS’ INK. 


Advertising Fable No.4. 


An old man bade his sons try to break a bundle of sticks. They 
could not do it, but when the sticks were separated and tried singly 
they were easily broken. “ See, my sons,” he exclaimed, “the power 
of unity.”—Zsop. 





Long experience, ample capital, extensive 
facilities, carefulness, skill and the ability to pre- 
pare striking advertisements are the sticks from 
which are made that complex unity—a good ad- 
vertising agency. 

Almost every advertising agency has one or 
more of these things to offer, but the best re- 
sults can only be secured when every “stick” is 
in its proper place in the bundle. 

If we were not sure about the strength and 
completeness of our own bundle, we wouldn’t 
quote this fable. 

Write to us. 


The Geo. P. Rowell Advertising Co., 
10 Spruce Street, New York. 


SN, 












